od 


- 
ad 


~ 
ey 


pert. 
CHICAGO 


PUBLISHED 
WEEKLY at 100 
E. OHIO ST. 
DEL. 1337 


BUSINESS & FINANCE 


dvertising 


THE NATIONAL NEWSPAPER OF ADVERTISING 


7 f 


rx 


Entered as second-class matter Jan. 9, 1932 at the postofice at Chicego, IN., under the act of March 3, 1879. 


‘ 
| ; 


oe 


SRARTNEW YORK 
ee ere a cei 


BR. 9-6432 


Vol. 11, No. 1 


January 1, 1940 


10 Cents a Copy, $2 a Year 


State Barriers, 
Careless Research — 


| 
| 
| 
| 
| 


Rough Proofs 


A Wisconsin doctor inserted a 
Christmas announcement in paid 
space telling his patients that their 
bills had been canceled. Sweet are 
the uses of advertising. 


Engross Marketers 


| Warning Note Sounded 
at Convention; Cowan) 
Elected President 


oe 


Jimmy Fidler calls attention to 
the CBS time sheet which listed | 
“Fritz Chrysler, violinist.” Chances | 
are that everybody concerned was| 


ee aie | Philadelphia, Dec. 29.—Though 
just a bit flattered. |the American Marketing Associa- | 
| tion, holding its annual meeting | 


, = | here this week, received a construc- | 


| tive contribution to the cause of 

The Cincinnati Enquirer headline,| scientific marketing from H. C. 
“Reds Lose 4,000,” must have made} Nolen, of Ohio State University, 
world’s series fans wonder if they | Columbus, the general tenor of the 


were having a _ particularly bad| addresses was one of alarm over 
dream. | unbridled legislation and of the ac- 
eer ceptance accorded research which 


may or not be an accurate reflec- 
tion of the facts in any given field. 
Dr. Nolen’s address, as well as a 
talk by N. H. Engle, United States 
Department of Commerce, are re- 
ported on Pages 18 and 19. 

An entire session was devoted to 
“Barriers to Interstate Marketing,” 
with Frederick V. Waugh, United 
States Department of Agriculture, 
sounding the keynote when he 
urged close cooperation between 
government and state officials to 
introduce some measure of consist- 
ency into legislation in the interest 


A. D. Lasker has given his famous 
Mill Road Farm to the University 
ef Chicago. Everybody knew that 
sconer or later that golf course 
would get him down. 
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There was no intentional coinci- 
dence in the fact that two Atlanta 
newspapers faded out of the picture 
just as the town started celebrating 
“Gone with the Wind.” 


of the public welfare and efficient 
marketing. 


The Missing Link 


Condemnation of surveys based 
on insufficient samples was voiced 
by L. D. H. Weld, research director 
of McCann-Erickson, Inc., New 


vee? 


“Gone with the Wind” seems to 
have pleased everybody, including 
actors, reviewers and the general 
public. Believe it or not, it even 
made a hit with the author of the 
book. 
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The Council on Foods of the 
American Medical Association ob- 
jects to advertising which is mis- 
leading or vague. But some of the 
best radio copy is Vera Vague. 


ordination between the reading or | 


“We must find some method of 
checking copy _ testing 


eee (Continued on Page 19) 


Advertising flowers and perfume 
in newspapers redolent of their 
beautiful odors will undoubtedly 
give restaurant men some brand 
new ideas for promoting beefsteak 
and onions. 


Lenox China to 
Make Debut as 
an Advertiser 


|package, goes into effect imme-|down for a comparatively small | 
v,vwyY Trenton, N. J., Dec. 28.—Lenox, | diately. number of products. 
Inc., maker of fine china since 1889,| J & J spokesmen voiced the! A six-month extension has been 
Stein will “hammer at proven| will bow as a national advertiser expectation that sales resulting| granted by the Secretary of Agri- 


themes” in 1940 promotion, it is re- 


ported, borrowing a plan which has| by H. A. Brown, president. Geyer, 
been used for years by Steinway.| Cornell & Newell has been ap- 
pointed to direct the account. 


. VF 


pany’s first venture into 
The importance of point of sale 
advertising is emphasized by Pepsi- | will take the form of an educational 
Cola’s Don Mitchell. Some way or | campaign, the purpose of which will 
other, the idea seems to have a ring! be to build a greater appreciation 
of familiarity. | for fine china. 
| Despite its absence from the ad- 
vertising ranks, Lenox has distribu- 
| tion on a national scale. Campaign 
According to A. C. Nielsen, it | plans will be completed in about a 
costs $1,924.50 for a business execu-|™Onth. It is expected that maga- 
tive to make a speech. Now he| ines will be used. 
should find out exactly who is get- | === = 


ting stung DIRECTORY OF FEATURES 
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, 7? | Ad-libbing 10 

; |Basic Business | 

Tommy Loughran is called to or- + a _ 
der by the Federal Trade Commis- | YO™*9 Yonventions 

sion for his advertising of “Puis- | Earnings oo 20 

sent Body Building.” Let’s hope | Editorials 10 

Tommy didn’t try to pronounce it. | Getting Personal 18 

| Information for Advertisers 10 

ee | | Magazine Linage 20 

Obituaries ... . 20 

This makes ten years and 620| sa cteareohic Review . 23 

folumns, but I can stand it if you . . 
tan. Promotion Review . 16 


Rough Proofs .... a 


Copy Cus. Voice of the Advertiser. . 


to Brush Rivals 


York. Even more constructive was|a formidable answer to the compe- | 
Dr. Weld’s suggestion that the miss-|tition of synthetic bristle brush | 
ing link in research is lack of co-| manufacturers, Johnson & Johnson 


hearing of advertisements and the| announcement of a price reduction | 
buying of goods. | 


methods | appearing frequently 


| 
| 
} 
| 
} 


early in 1940, it was revealed today |from the new price policy will be 


Mr. Brown declared that his com- | Company, New York, is the agency. , 
national | 
advertising in its 5l-year history | 


| 


LATEST ENTRY FOR TRACTOR HONORS 


SMOOTHER...MORE POWERFUL 


DIESEL TRACTOR 


ALLIS CeaL@etes 
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) __AUUISCHAIMERS DIESEL 


Featuring a General Motors Diesel engine, Allis-Chalmers Mfg. Company launches 
a heavy promotional drive in behalf of its new tractor. Initial magazine copy 
is shown here. 


Stringent Federal 
Law on Labeling 
‘Now in Effect 


Period of Grace Is Ex- 
tended for a Small 
Number of Companies 


Tek Price Cut 
Is J&J Answer 


New Bruns'vicr, N J. Dee. 28.— 
In an effort to tap the vast, low- 
income market which has hitherto 
shied away from _ trade-marked 
toothbrushes in the 50 cent price 
range, and at the same time supply | 


will open its 1940 campaign with | 


on Tek brushes. {though some last-minute exceptions 

Single pages in black and white,!of a minor nature have been made, 
in an ex-|the most stringent labeling law in 
panded list of magazines, will be 
employed by J & J to drive home its 
claim that the present offer repre- 
sents the “biggest value in tooth- 
brush history.” The new price, 
which is 23 cents for the single 
brush and 43 cents for the double | 


'Food and Drug Administration 
|takes effect Jan. 1, 1940, as a corol- 
lary to the new food and drug act. 
Compliance with the labeling law is 
complicated by the fact that stand- 
ards and definitions have been laid 


inasmuch 
merchandised 
for 11 years. 


sensational, 
been 
brush 


as Tek has 
as a 50 cent 
Ferry-Hanly 


hand as of Jan. 1 stocks of labels 

'produced before Feb. 1, 1939, and 

amounting to 10 per cent of their 
(Continued on Page 8) 


Last Minute News Flashes 
Ballantine Expands Budget Following Record Year 


Newark, N. J., Dec. 29.—P. Ballantine & Sons will use more than 150 
newspapers and a list of national magazines in an expanded 1940 adver- 
tising program, Carl W. Bardenhausen, president, said today in reporting 
1939 as the best sales year in the company’s history. J. Walter Thomp- 
son Con pany is the agency 


Van Heusen Advertising Appropriation Doubled 


New York, Dec. 29.—Phillips-Jones Corporation will double its ap- 
propriation at least for the first six months of the new year and return 
to a copy theme unused for ten years, it was learned today. Van Heusen 
collars, the campaign will point out, are made of linen and do not con- 
tain the chemicals used by makers of patented fused collars. More accu- 


| rate fitting and greater comfort will be emphasized. Most of the in- 


| COPY, = 


recor 
added that the expectation of continued gains in 1940 would result in an | 
J. Walter Thompson | 


creaye®, udget will go into dealer promotion and cooperative newspaper 
=& new line of sports shirts will also be pushed. Pettingell & 
Fenton 4s: tite.agency. 


Scott Paper to Increase Promotion 
ter, Pa., Dec.*29.—Scott Paper Company established a new sales 


for. 1989, William F. Mohan, vice-president, reported today. He 


expansion of the company’s advertising activity. 
Compahy*New York, directs the account 


Further Copy Curbs to Be Sought 
in New Session of Congress 


. 


Liquor and Contests 
Chief Subjects for Sen- 


ate Consideration 


Washington, D. C., Dee. 29.— With 


| official Washington settling back in 


| 
| 


the long history of the United States | 


culture to manufacturers having on | 


yweparation for the third and final 
curtain rise of the 76th Congress, 
a peek into the legislative hopper 
today disclosed the usual quota of 
bills affecting advertising and mar- 
keting. Measures that were active 
in the first session of the same Con- 
gress will automatically be taken 
up where they were left when the 
regular session adjourned last sum- 
mer. 

This is an election year and prac- 
tical politics will undoubtedly be 
the beacon light on all legislative 
proposals, advertising and market- 
ing as well as others. 


Law Aimed at Beer 


At this writing, legislation de- 


| signed to prohibit radio advertising 


,of alcoholic beverages is regarded 
as having the best chance for suc- 
cess. This bill, S.517, introduced by 
|Senator Johnson of Colorado, is 
;}aimed primarily at beer advertis- 
ing. The measure went through the 
| Senate Interstate Commerce Com- 
| mittee last spring and in April was 
, favorably ‘reported to the Senate. 
| It went on the calendar of regular 
business but was not reached by 
the time Congress adjourned last 
summer. 

Senator Johnson said this week 
that he will press vigorously for an 
early vote but admitted that the 
| path may be a difficult one. Sen- 


; | timent in the Senate is th: thi 
Washington, D. C., Dec, 28.—Al-| ene A Mme Senate 55 Met Whee 


| the objectives of the Johnson bill 
|may be desirable, the adoption of 
bem, radio advertising restrictions 
|may be the opening wedge for 
stringent limitations on freedom of 
speech by the federal government. 
(Continued on Page 8) 


Allis-Chalmers 
Opens Drive for 
Diesel Tractor 


Milwaukee, Dec. 28.— Develop- 
|ment of a new heavy duty, Diesel- 
| powered tractor by Allis-Chalmers 
| Mfg. Company will be climaxed this 
, week with release of first copy in 
|a campaign involving use of 50 na- 
tional and sectional publications. 

This schedule includes general, 
| construction, highway, logging and 
mining publications. In addition, 
the Diesel engine division of Gen- 
eral Motors Corporation will use 
extensive copy in its own campaign 
to point up the fact that it made the 
Diesel used in the new tractor. 

Allis-Chalmers copy will tell a 
dramatic story of the test given the 
new tractor in the Rio Grande val- 
|}ley and on other recent jobs. The 
Rio Grande job involved moving 
1,000,000 cubic yards of the river 
bed up to a new levee, during 
which the tractors were operated 
more than 22 hours a day from 
early spring until fall. 

General Motors copy will empha- 
size the same story and will also 
devote attention to the organiza- 
tion’s development of Diesels for 
| marine and rail power. 

Most of the announcement copy 
used by Allis-Chalmers will be 
spreads. The agency in charge is 
Bert S. Gittins. 
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Ann Sheridan Will 
‘Glamorize’ Drive 
for Spark Plugs 


Toledo, Dec. 27.—If Ann Sheri- 
dan, the red-headed Texan who hit 
"em between the eyes in Hollywood, 
should tire of the movies, she can 
probably do rather well for herself 
in the advertising field. This was 
emphasized today in the disclosure 
that the beauteous glamor girl had 
landed another client for promo- 
tion purposes. 

Electric Auto-Lite Company, in 
announcing expanded campaign 
plans for its spark plugs in 1940, 
said that its “Parade of Stars” pro- 
motion would feature Miss Sheri- 


dan, with the venture planned on a 
more elaborate scale than in pre- 
vious years. 

Miss Sheridan has “worked” for 
several advertisers in a variety of 
fields since winning movie fame. 
Her most recent tie-up was with 
the Alfred Johnson Skate Company. 

Electric Auto-Lite’s plans for 
1940 were outlined this week by 
Frank A. Nealon, general sales 
manager of the merchandising divi- 
sion. They include color copy in 10 
national magazines, additions to the 
farm paper, automotive trade and 
vocational publication schedules. 

Newspapers will also share in 
the appropriation, as will both 
radio and outdoor. advertising. 
Ruthrauff & Ryan, Detroit, is the 
agency. 


the innovations 


New Company for },.."";?. 
Saiaka Marketing; | "thomas . Paed-eies, formerly 
No Agency Change &.vi:5, sales manager of E. R. 


| Squibb & Sons who has been with 
New York, Dec. 27.—The forma-| Schering for some time, has been 
tion of Union Pharmaceutical |¢lected president and treasurer of 
Company with headquarters at|the new company. W. F. Heineke 
Bloomfield. N. J.. to take over the will be vice-president and secretary. 
marketing of Saraka bulk laxative | ; 
from Schering Corporation, effective | Schwerin Promoted 
Feb. 1, will not affect the national| Horace Schwerin, director of re- 
advertising of the product, it was |Search and media, has been elected 
learned here today. | secretary of Austin & Spector Com- 
Saraka advertising will continue | P@"Y: New York. Daniel Rodger, 
under the direction of Shermen i. formerly assistant director of re- 


; ‘ . . ‘ . "| search and media, has been named 
Ellis & Co. An intensive campaign | space buyer. Dorothy McGoldrick, 


'is now being planned, although de-| formerly of Swafford & Koehl, New 
tails will not be available until | York, has been appointed manager 
jafter the first of the year. A re-!of the contract department. 


|vised price schedule will be one of | 
under the new) 


SARAKA CHIEF 


- —— 
Ps 


Thomas L. Floyd-Jones, newly elected 
president of Union Pharmaceutical Com- 
pany, which will market Saraka. : 


Justifying Device 
Seen as Aid to | 
Offset Printing | 


New York, Dec. 28.—An auto- 
matic right hand justifying device 
has been made available on the 
Remington Model 10 typewriter by 
Remington Rand, Inc., enabling op- 
erators to produce typewritten let- 
ters or copy with perfectly aligned 
right hand margins. Demand for 
such equipment has been insistent 
since the comparatively recent 
development of inexpensive forms 
of offset reproduction, such as multi- 
lith. 


ee eee 


Other Uses Listed 


The company asserts that the new 
attachment, used in conjunction 
with the Remington Rand carbon 
paper ribbon attachment, insures 
evenness of impression and good 
press work without danger of em- 
bossing. The justifier may also be 
used for justifying stencils and for 
preparing master copies for hecto- 
graph reproduction. It also permits 
typing of copy directly on thin 
metallic sheets for either rotoprint 
or multilith reproduction. 


Outlines Path 
to Victory in 
Budget Battle 


Boston, Dec. 27.—‘Know what 
you want and why you want it and 
be prepared to fight for it.” 

That advice was presented to the 
Technical Advertising Association 
here by Raymond S. Reed, sales de- 
velopment manager of Hayward- 
Wakefield Company, Gardner, Mass., 
|in an address on “How to Present 
an Advertising Budget.” 

Mr. Reed said that the jargon of 
the advertising fraternity should be 
| forgotten in such a_ presentation, 
and that the advertising manager 
should make every effort to appeal 
to the budget makers in language 
| which they themselves use and un- 
|derstand. He warned against ask- 
| ing for a large appropriation merely 
on the theory that it would be cut 
anyway. Such a course destroys 
confidence in the advertising depart- 
ment and in the ability of the man 
|at its head, he said. 


| Let Both Talk 
j 


Where an agency handles an ac- 
| count, Mr. Reed said, it is often ef- 
| fective to have the account execu- 
| tive make the presentation, with the 
advertising manager close at hand 


re 


re et eae rs 


ito second his efforts. The sales 
manager, who should be given a 
voice in the preparation of the 


| budget, should also be present as an 
lally of the advertising department. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 


THE LETTER SHOP, Inc. 


440 So. Dearborn St. 
CHICAGO 


Wabash 8655 
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Magazine Turns Mediator 


Series of Rental Contracts Developed by Editor Roberts 
Has Muinimized Owner-Tenant Disputes in the Southwest 


To the Editor: 

“What rent should I pay on a crop of 
wheat if the owner of the land furnishes 
the seed? We will agree on what rent 
you suggest. It’s time to sow; please an- 
swer by return mail.” 

(Subscriber's name on request.) 


E did. We not only told him the proper 
rent to pay, but gave reasons why it was 
fair to both parties. 

Going back 25 years, owners and renters used 
few written contracts. Many disputes arose 
over the division of crops, use of land, pasture 
rights, etc. Being unable to agree they needed 
an arbiter who could see both sides. 

They wrote to the editor of The Farmer- 
Steckman. We knew from personal experience 
how badly they needed help. So we took the 
job seriously. We gave advice and backed it 
up with reasons, facts, arguments. In each case 
we sought to show why our advice was fair. 


HE news spread that we had the answers 
to owner-renter problems. Our mail grew 
each month and year. Office calls began to pile 
up. We got questions by phone and telegram. 
We soon saw we were helping folk in only a 
temporary sort of way. What these owners and 
renters needed most was not our advice, but 
written contracts that would avoid disputes. 
We realized then as we realize today that 
farming is a business proposition. If it were to 
be carried on in a business-like way, then our 
idea of written contracts was the logical solu- 
tion. For do not the factories of our advertisers 
depend upon written agreements with their dis- 
tributors? Do not distributors bind their deal- 


ers to them with signed contracts? Do not those 
dealers in most cases lease their store buildings 
under specific contractual terms? 


O, 23 years ago we wrote out our first con- 
tract, a crop rent contract, the kind that 
fully half the renters needed. We began the 
distribution of that contract. At once we saw 
the need for others. We wrote out a livestock 
Still others followed until a total of 10 


dis- 


lease. 


carefully written contracts were being 


tributed to our readers. 


DITOR ROBERTS of The 

Farmer-Stockman has been 
called a specialist in soil fer- 
tility, livestock and farm eco- 
nomics. But more flattering to 
him and to the farm paper he 
edits is the reference which 
has been made to him as spe- 
cialist in the human and busi- 
ness relattonships between land 
owner and tenant farmer. The 
series of contracts evolved by 
Mr. Roberts and described in 
this article give you the ‘reason 
for this appelation. These con- 
tracts are acknowledged to be 
the most mature word on a 
subject which affects the hap- 
piness and prosperity of South- 
western farmers. 


Since we mailed the first contracts 23 years 
ago, we have sent out over 17,000 pairs. The 
use of these has reduced but not ended the 
task of working out disputes. New subscribers 
must be served. Boys starting farming need help. 

Then, customs are changing. Fewer acres of 
crops but more livestock are being raised. Con- 
tracts must be rewritten many times. 


FARMERS AND THEIR LANDLORDS HAVE A HABIT OF SAYING, “LET'S SEE WHAT THE FARMER-STOCKMAN HAS TO SAY. 


HERE ARE THE TEN CONTRACTS THAT HAVE 
HELPED SOUTHWESTERN FARMERS ON THEIR 
WAY TO MORE BUSINESS-LIKE FARMING 


HIS continuous effort is just another service 
A brief 


letter penciled on wrapping paper may get a 


we make available to our readers. 


two-page letter in answer. As we have an- 


swered in full all letters in the past, we will 
in the 
what a farm paper is for. 


answer them future. It’s our idea of 
It isn’t the easy way, 
but we like it that way. 


f 


( i 
UO s~ 9 So aA as S oe % 


Editor, The Farmer-Stockman 


ECAUSE The 


terested itself in the welfare of the farmers 


Farmer-Stockman has _ in- 
of the Southwest so wholeheartedly, it has be- 
come the largest farm paper in the Oklahoma- 
Texas area. No other farm paper, local, sec- 
tional or national approaches its circulation in 
this section. No newspaper or magazine affords 
as great a coverage in this market. Likewise. 
no other medium has achieved the ability shown 
by The 


among the farm buvers of Oklahoma and Texas 


Farmer-Stockman to stimulate sales 


The FARMER- 
STOCKMAN 


Oklahoma City, 
Oklahoma 
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SPRINGS *® KLZ, DENVER (Under Affiliated Manage 


ment) * REPRESENTATIVE: THE Katz AGENCY, INC 
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January 1, 1940 


|.E.S. Lamp Campaign Was 


Born in Women’s College 


Standardized Lamps, 
Consistent Copy Win 
Sales Success 


| Editor’s Note: This is the second 
a series of case histories tracing 


the development of comparatively 
recent arrivals in the ranks of na- 
tional advertisers. | 

Cleveland, Dec 28.—Although 


Smith 
Mass., 


College at Northampton, 
has produced innumerable 
talented gradu- 
ates during its 
long and honor- 
able history, it 
probably doesn't 
realize that it 
also is alma 
mater of an ad- 
vertising cam- 
paign that began | 


five years ago in| 
a poorly lighted 
dormitory room. 


This campaign 
to date has ac- 
counted for ex- 
penditure of more than $400,000 in 
national advertising and a substan- 
tial increase in the efficiency of 
lighting used not only in dormitory 


F. C. Foster 


rooms but in homes, offices and 
apartments all over the country. 
Its sponsor is the I. E. S. Better | 
Sight Lamp Makers. Its aggressive 
protagonist has been and is F. C. 


Foster of Foster & Davies, Inc., the 
agency in charge of the drive. 

“Five years ago,” Mr. Foster told 
ADVERTISING AGE, in discussing the 
history of the program, “no portable 
lamp manufacturer advertised in- 
this country. A prominent member | 
of the Illuminating Society was | 
visiting his niece at Smith College 
and became alarmed at the poor 
lighting in her room. 

“Upon his return to New York, 


EYE PROTECTION 


Protect eyes with \-E-S” Better Sight Lamps 


see re light conditioning units 
b—« 


Tectous ate the eves of vouny 


and old, Ver two & hoe! children oct 


of every con, and hall the people past 
muddle age, have defecnve evesight 
pardy hecause hghting is vewinring! 


neglected, Whar shout chose in your 


home? ik is up ty you to hely guetd 


their eyesight 
Don't let your family be victims 
of Eye-straining Light 


Light Condiuon with | EB. 5S. Hetrer 

Sight Lamps for reading. study, ali <i 

work. No other lamps equal them for 

Sight Saving Lighting See the beautiful 

new syles at ¢ favone wore ry 
ad be sure rhe ¢ ation Tag : 


While 
1.E.S. advertising, 
stress on the value of eye protection. 


fear’ copy is absent from the 


insertions place much 


he talked with other engineers and, 
| out of this, 


the ‘student lamp.’ In other 


came what was called | 
words, | 


‘‘Roar with the Roaring Forties!’’ 


IF YOU HAVE OR WANT 


A UTILITY 


and you want a plan that will 


ACCOUNT 


go "Click, Click, Click,” right 


from the jump, wire today for free samples of 


a ° 


the custom-built recorded 


House !” 


radio program the whole 


electrical industry is talking about. 


Built by advertising men, for advertising men, to do e 


specific job, for a specific industry,—it's 


job, and how! 


55°/, increase in major app 
tric . . . 30°/, gain the firs 
original sponsor repeating. 


doina that 


liance sales for Tampa Elec- 
t month in Knoxville. Every 
Ladies fighting to get into 


LEISURE HOUSE cooking schools and sales demonstra- 


tions. 


For the first time here is the fascinating story of 


ELECTRICAL SERVICE d 
drama; 50°, dramatized 
entertainment! 


Never before a show like this . . 


like this. 
ready. Don't wait, WIRE! 
Forties’ with LEISURE HO 


50", 


service, 


domestic 


100° 


ramatized. 
sales and 


. never before a time 


26 15-minute episodes, recorded, air-tested 


Cash in on 
USE. 


The Fortunate 


GEORGE LOGAN PRICE 


MERTENS AND PRICE, 


Inc. 


3923 West Sixth Street, Los Angeles 


liy 


| the se lluminating engineers got to- 
gether, wrote up specifications on 
what they thought would be a good 

|lamp and offered them to anyone 
who wanted to manufacture such 
a lamp. 


Cooperation Helped Budget 
“It was brought to our attention 


early because of our interest in 
lighting and our General Electric 
|Mazda lamp client. We immedi- 


| ately got busy and created the I. E. 
|S. Better Sight Lamp Makers. The 
| Mazda lamp departments of General 
| Electric Company and Westing- 
house Electric & Mfg. Company co- 
operated fully and matched the 
expenditures of these lamp makers 
| dollar for dollar 

“This group is not incorporated, 
they have manager, 
tary, no office. And yet, in the past 
five years there has been sent on to 
us over $400,000 for advertising. 
Mazda lamp manufacturers, utili- 
|ties, department and _ furniture 
stores have spent several 
more than this group.” 

Prior to 1934 the portable 
makers were struggling for an ac- 
tive market without any tangible 
basis for consumer promotion. In 
those days a lamp was a lamp. 
Manufacturers had no real points of 
superiority to talk about and indi- 
vidually they did not possess the 
means to carry on a national cam- 
paign. Beyond that they had no 
real story to tell. 

The idea fathered by Mr. 
was a cooperative plan under which 
all manufacturers could produce 
Better Sight Lamps based on speci- 
fications and standards without de- 
stroying individual styling possibili- 
| ties. In short, they would all have 
|a product which could be identified, 
certified and sold under a common 
| name 

Under the leadership of Mr. Fos- 
ter, E. D. Stryker of General Elec- 
i tric, and J. F. O’Brien of Westing- 
| house, the trade was organized into 
a fighting unit. The product with 
a common denominator for all who 
joined the movement, was a set of 
portable lamp specifications written 
|by the Illuminating Engineering 
Society, a non-profit organization of 
authorities, designed to 
glareless, shadowless and 


no no ecre- 


times 


lamp 


| lighting 


| produce 
| more intense light on the book or 
| reading table. This elevated the 


| status of lighting and gave the pub- 
llic a reliable standard of quality. 
Tag Was Guarantee 

All those who joined the Bette: 
Sight Lamp group had to produce 
units consistent with the I.E.S. spe- 
cifications. The Electrical Testing 
Laboratories, New York, was chosen 
to police the standards and dispense 
certification tags for use on the 
lamps. The certification tag served 
as guarantee to the public that they 
| were getting an LE.S. Better Sight 
Lamp. 

Ten cents was collected from the 
lamp makers for each tag sold and 
seven cents of that amount went 
directly into the advertising fund. 
The balance of three cents paid for 
all dispensing and policing work. 
Thus the cooperative group had a 
tangible basis for carrying on, a 
product of superiority and the 
telling the story to the 
public. All details of the campaign 
have been handled by Foster & 
Davies, Inc., and the manufacturers 
have no worries on that score. There 
is no other expense beyond the 
agency commission. 

From an appropriation of ap- 
proximately $35,000, based on tag 
sales, the first year, the expendi- 
ture has risen to $109,228.44 for 
1939. The year 1940 is expected to 
be still bigger. The Mazda lamp in- 
terests have more than matched the 
L.E.S. budget in advertising I.E.S. 
Lamps, but this copy has appeared 
over their own signatures. The 
electric utilities of the 
spent much more than 
portable lamp manufacturers, or the 
Mazda lamp interests featuring 
1.E.S. Lamps, and department and 
furniture stores have done likewise 
Altogether, well over $1,000,000 
has been spent in educating the pub- 
lic on “Better Light—Better Sight,” 
or LE.S. Better Sight Lamps. 

Sales results have been excellent. 
Despite depressions and recessions 


means of 


Foster | 


country have | 
either the 


(erlified seeing for everybody with these 
NEW | ES “BETTER SIGHT LAMPS 


LOOK FOR 
rus TAG 


Phew oem ome af the 04 


ee ee ed 


1.E.S. BETTER SIGHT 
LAMPS have these 
startling features 
. 


1. AMPLE UGHT. The 1 h.S 
Hetrer Sight Lamp dives 
several Games as euch laght 
os ordinary leaps 


2. WIDE SPREAD OF LIGHT 
thes means useful lagtht over 
able on chau 


3. MINIMUM GLARE from 
shiny paper surteces — and 
none from he lame itself 


4. SOFTENS SHADOWS — ite 
well diffused light ix khied 
to the eyea. 


Hesemer orpe 


Retins Segm: hemp fer coed 


radwally new I 


oaPhanes wu 


PECITIC ATION. 


en eee 


A tragic siteenen wae brought vividly 
w& pubbe euention by mew, fer-resching studies 
im light and sootng 
fast making Amerts « oetien of “eye-eripples.” 
Cut of the interest aroused by the fects came the 
#8. Bener Saher’ lamps 
waned by the Utummnating Engoeering Society, « 
droop of teremost hahtong « 
eyesight epectatrets, to make seemng easy for the eves 
of young and old... and 
second oaly to the services of an eyesight ipecentiat, 
These new lamps ere identified by the §. E. &. 
Nuthortted Corutheatoe Tag, wheh cerutties that 
such humps have passed the exsct 
and tovts of the Electrical Testing 
and meet all specihestivns developed by the 
Momenating Fogineerimg Soetety to seve ©) csught 
Huy these mew lamps from your fighting company, 
department viore, furniture ¢tere, 
dealer Por your proteetiun—took for ibe (Certifies. 
thon Pag shown abeve « hen yoo buy 
hemo ts delivered to your home. | KOS. Metter Seght 
Lamp Mokers, 2116 Keith Bldg, Clevetead, Otne. 


COMFSE STUBENTS weed 1S Rene, 
Sight Lempe Amote gharetess igh 


ards all ove seree amd fem gee 


Pour fuivting in homes was 


na@yneers, serentists, and 


to preside sigh !-seving aid 


THE WOMAN HHO FONE needs rhe 
etter Sight Lemp to prevent «ve 
etre More hight ve weeded ber vow ne 
Kew edit 


mnspectiass 
ahorstores 


or elootnest 


aod when the 


| Gitta Sx pic 3 amp Maher 


The 1940 1.E.S. campaign will employ both magazine copy, like 


this 1939 adver- 


tisement above, and newspapers in a drive expected to exceed previous years. 


of business generally, the portable 
lamp industry has bettered its for- 
mer peak year of 1929 by over 50 
per cent for four straight years. 
Sales for the first half of 1939 were 


| erating 


42 per cent ahead of the same pe- 
riod of 1938. The last half also | 


shows every indication of making a 
gain. 

The LE.S. group, which now has 
a membership of 74 manufacturers, | 
expects to sell about 250,000 tagged 
lamps to 700,000 homes in the new 
1940 rural electrification program 
alone. The total sale of 


| 


tagged | 


lamps for all homes and offices will | 


run over the 1,000,000 mark. 

An important factor to depart- 
ment and furniture stores is that in 
the I. E. S. lamps, they have the ad- 
vantage of a national brand of 
quality merchandise without bar- 
gaining restrictions, because there 
are a great number of member 
manufacturers making complete 
lamps that sell from $5 to $50, 
all falling in one of the nine I.E.S 
Better Sight Lamp types. 

“Light and Priceless Sight" 

LE.S. Better Sight Lamp 
has talked of light and 
sight rather than of price. 
gan is “Sight Is Priceless—Light Is 
Cheap,” rather than price, glass 
and brass. Copy has brought home 
the problems of the family and their 
reading habits; of playing young- 
sters on the floor, of school children 
at their and of adults, young 
and old, at reading, work or recrea- 
tion. The copy has stressed a high 
premium on eyes and has made the 


copy 
priceless 
The slo- 


books, 


public decidedly “Better Sight” 
conscious, while setting forth a cer- 
tified product of approved stand- 


ards to meet light conditioning. 
National magazines and business 
publications were used exclusively 
to tell the story over the first four 
years of the I.E.S. program. Last 
spring the national magazine sched- 


ule was temporarily discontinued 
in favor of an all-newspaper pro- 
gram. A total of 59 newspapers 
was employed in key merchandis- 
ing cities most important to coop- 
members. 

The 1940 schedule will be a com- 
promise. Magazines will be used in 
the spring campaign and newspa- 
| pers in the fall. The magazines se- 
lected will be national women’s 
publications. Spring copy will break 
in February and March issues to 
tie in with February and March 
furniture sales. In addition, there 
will be the business publication ad- 
vertising to utilities, department 
stores, furniture stores, etc. 


P.&G. to Continue 


Copy Boosting 
Laundry Service 


Cincinnati, O., Dec. 28.—The ad- 
vertising campaign to promote the 
interests of commercial laundries to 
the housewife undertaken early this 
year by the Procter & Gamble Com- 
pany has been so successful that the 


|} campaign will be continued in 1940, 


the company reported today. 

The economy and convenience of 
modern laundry service will again 
be emphasized in full page copy. 
Although bearing no signature, the 
series of advertisements will be 
merchandised aggressively to laun- 
dry owners by the bulk sales de- 
partment, as heretofore. The reac- 
tion of laundry executives has been 
extremely favorable, the company 
declared. 

The medium selected to carry the 
advertising for 1940 is Life. Comp- 
ton Advertising is the agency 


Kleppner Moves 

Kleppner Company has moved to 
larger quarters at 551 Fifth avenue 
New York 
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70,000 builders a month 
PRACTICAL BUILDER 


INDUSTRIAL PUBLICATIONS, Inc. 


59 E. Van 


BUILDER 


... and “clocking” 


Published by 
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Each year, for more than a generation, the Cincinnati Times-Star has consist- 
ently carried more Total Display Advertising than any other 6 or 7 day paper 
_ in the rich, $250,000,000 Cincinnati Trading Area. @ During 1939, this leader- 
is ship included over 500 MORE pages of RETAIL and 350 MORE pages of 
0, GENERAL advertising than the other evening paper, .... over 1,000 MORE 
in | pages of RETAIL and 500 MORE pages of GENERAL advertising than the 
be morning paper....and over 1.000 MORE pages of RETAIL and 500 
“a MORE pages of GENERAL advertising than the Sunday paper in Cincinnati. 


\p- .... convincing evidence that you need the Times-Star, and ONLY 


the Times-Star, to do your complete selling job in Cincinnati 


>| £2\ CINCINNATI TIMES-STAR 


A KE 1840 “>> 


. 


te \ 
CINCINNATI (7 COMMEMORATING SY 


scale ffm conmrocnet or | ) HULBERT TAFT, President and Editor-in-Chief Owners and Operators of Radio Station WKRC 
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() AND THE LOYALTY OF 


7 Sy 18 reasonnen bi, NEW YORK: Martin L. Marsh, 60 E. 42nd St. - CHICAGO: Kellogg M. Patterson, 333 N. Michigan 
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Miss McNelis on 
Stand, Denies Any 


Circulation Fraud 


Jury Weighs Fate of. 
Accused Tower Maga-| 
zine Executives 


New York, Dec. 28. 
week fraud trial involving principals 
of the defunct Tower 
Inc., neared completion in 
court here today as prosecution and 
defense completed their summations 
and awaited the submission of the 
case to the jury. 

Highlight of a busy week was the 
testimony of Catherine McNelis, 
former Tower president. 
serted that the circulation figures 
given to the Audit Bureau of Cir- 
culations were the true figures, that 
there had been no fraud at Tower, 
and that she was the victim of com- 
peting publishers jealous of her 
success, the vindictive son of her 
backer and of “the printing trust.” 

She declared that testimony of 
prosecution witnesses with respect 
to circulation fraud could be ex- 
plained by “a confidential arrange- 
ment” with F. M. Kirby, Woolworth 
executive and lone backer of the 
Tower company. 


Claims Bankruptcy Forced 


Other Woolworth executives did 
not know of Mr. Kirby’s connection 
with Tower, she said, although he 
poured $2,650,000 of his own funds 
into the business. Other publish- 
ers, she said, brought pressure to 
bear on Woolworth to have their 
magazines distributed in the chain 
stores, necessitating this private 
arrangement with Mr. Kirby which 


CREATES NEW SYMBOL 


~ f)/ The OIL BELT | 
ZS) The WHEAT BELT J 


~The COTTON BELT} 
(™ The CORN BELT 


The 


tries have established plants in the Friscobelt 
within the past five years 

Industries depending upon agriculture will 
find, in the Friscobelt, ideal soil and climatic 
conditions for the production of needful com- 
modities. Facts that may seem stranger than 
fiction are yours for the asking 

Industrial Department, Frisce Lines 

519 Prisce Bidg., St. Lewis, Me. 


9g ioURISHINTHEFRISCop, 
b> J 


Bannister Heads 
Chicago Agate Club 


John W. Bannister, Capper Pub- 
lications, was elected president of 
the Agate Club, Chicago, at the an- 
nual meeting Dec. 29. 

Roy C. Husbands, Crowell-Collier 
Publishing Company, was_ elected 
vice-president; George Hadlock, 
Parents’ Magazine, treasurer; E. A. 
Fox, Macfadden Publications, sec- 
retary, and William C. Henning, 
Curtis Publishing Company, assist- 
ant secretary. 


Michelson Moves 


15. 


as "Friscobelt" will feature the 1940 
campaign of Frisco Railway in industrial 
and business magazines. The first inser- 
tion in the drive is shown here. Copy 


government investigators mistook 
for fraudulent records. 
Her downfall, she said, could be 


will emphasize the natural advantages 
Friscobelt offers manufacturers. 


attorney in charge of the prosecu- 


Adoption of a new symbol, to be known | 


traced to the “arrogant” 


the power of attorney 
father became seriously ill. 


Kirby, son of her backer who gained 
when his 


Allan : -— 
tion, failed to shake Miss MecNelis 
in cross examination. She reiterated 


With that the letter which a Federal Bu- | 


PROMOTED BY "TIMES" 


Max Falk 


January 1, 1940 


Falk Appointed to 
New “Times” Post 
Max Falk, an advertising execu- 
tive with the New York Times for 
several years, has been appointed 
national advertising manager. 

He succeeds Walter Harrington, 
who has been shifted to other duties 
with the Times. Mr. Falk was pre- 
viously associated with the New 
York Herald Tribune and several 
agencies 


Vandeburg Joins Packard 


Clyde M. Vandeburg has joined 
Packard Motor Car Company, De- 
troit, as public relations director. 


they apply only to new contracts. 


Z 


The three- The combined offices of Charles He has held that post for three 0 
NATURAL Michelson Electrical i age world fairs, the most recent of . 
Magazines, and Speedy-Q Sound ects have which was the Golden Gate Inter- S 
~~ LOCATION for moved to 68 W. 44th street, New national Exposition. K 
: INDUSTRY York. The telephone number, Mur- aaa in 
é i -3376, is the same. 
: en ee New Rates for KLZ t 
In the vast, rich territory served by i atati KLZ. D Col bi th 
First, industrial opportunity is everywhere e ation " enver, olumbla ti 
ee Pee. ccaaee at Gh a0 Knitgoods Moves affiliate, has issued a new rate card ps 
ad ae -eneele labor conditions, a large Knitgoods Publishing Corpora- providing for slightly higher rates. 
and fast-growing market for industrial equip- tion, New York ublisher of Un- The basic one-hour Class A charge 
ment of all kinds, and a retail market of 13/2 ’ ’ p -- . * : 210 d with $180 While th 
She as- million consumers . . . it is not surprising that derwear and Hosiery Review, will is $210, compared w s0U. ot 
nearly two thousand new and varied indus- move to 185 Madison avenue Jan. the new rates are effective Jan. 1, : 


the aid of “the printing trust,” he 
forced her into bankruptcy, she 
testified. 

She charged Hall Press, printer 
of Tower publications, with having 
<i overcharged her to the extent of 
= $500,000, and with having attempted 
to undermine the company. This 
was done, she charged, at the in- 
stigation of other publishers whose 
magazines were also printed by 
Hall. One of these competitors was 
attempting to gain distribution of 
its magazines in Woolworth stores, 
she asserted. 

Among a group of character wit- 
nesses who testified on Miss Mc- 
Nelis’' reputation was Sheldon R. 
Coons, executive vice-president of 
Lord & Thomas. He declared that 
he had known the defendant since 
1915, and that he considered her of 
a “the highest reputation.” 

Robert FE. Pratt, United States 


KAUFMANN & FABRY CO. 


| Howard Newspapers has_ been 
: REMIT | closed. and that territory will be, 
- served from San Francisco in the | 
P TELEPHONE + HARRISON 3135 BRUM 
if 
We 


reau of Investigation expert | 


branded a forgery, and a copy of, 
which the ABC accepted in 1933 in 
substantiation of Tower circulation 
claims, had been gotten for her by 
Mr. Kirby. Defense attorney Archi- 
|\bald Palmer, in his summation, 
| pointed out that several other letters 
| from O. S. Douglas, Jr., Woolworth 
jexecutive, were not actually signed 


| by him. 

In his summation for the prose- 
cution, Mr. Pratt charged that the 
|defense had built “a complete and 
|clever smoke screen” around the 
case to obscure what he claimed was 
ithe fact of circulation fraud. 
| He accused Miss MeNelis of de- 
liberate perjury in her testimony 
concerning the letter which the ABC 
accepted as proof of Tower circula- 
tion claims. He also charged her 
with lying as to actual circulation, 
and called Mr. Flynn a “forger” and 
the one delegated by Miss McNelis 
to hide the evidence of fraud by 
juggling entries in the books. 

In his summation, Mr. Palmer 
pictured Miss McNelis as a self- 
made woman. He told how she had 
risen to a $10,000-a-year job as ad- 
vertising manager of the largest 
store in her home town of Wilkes- 
Barre, Pa., how she had evolved the 
idea for distribution of magazines 
through Woolworth stores, and how 
she was well on the way to making 
a success of her publishing venture 
when outside forces brought about 
her downfall 


Names Hi Johnson 
Universal Aircraft Company, Fort 
| Worth, Tex., recently acquired by a 
group of local business men, has ap- 
pointed Hi Johnson, 
| Fort Worth, to direct its account 
| Aviation and scientific magazines 
|will be used with newspapers in 
Alaska. Hawaii and South America 


| Close Coast Office 


The Los Angeles office of Scripps- 
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Court Says Maryland 
loss Leader Law 
ls Unconstitutional — 


Tobacco Wholesalers. 
Victorious on Below 
Cost Sales to Trade 


Baltimore, Md., Dec. 27.—The loss 
leader section of the Maryland fair 
trade act has been declared uncon- 
stitutional by Chief Judge Samuel 
K. Dennis of the Circuit Court here 
in a ruling which may serve to pave 
the way for intensified action on 
the “model” bill drafted by the Na- 
tional Food and Grocery Confer- 
ence Committee. 

Fair trade adherents pointed out 
that the Maryland act now on the 
statute books is not new and is com- 


bined with an unfair practices act. 
This differs from the “model” bill 
on which action is currently being 
sought. This, incidentally was re- 
cently held constitutional in a Min- 
nesota court test. 

In ruling against the Maryland 
fair trade act, Judge Dennis 
that the loss leader section violated 
both the Maryland bill of rights and 
the fourteenth amendment to the 
federal constitution. He sustained 
a demurrer filed by a group of to- 
bacco wholesalers who were de- 
fendants in an injunction suit. The 
plaintiffs in the action were another 
group of tobacco wholesalers who 
sought to restrain sales to the re- 
tail trade at less than cost as loss 
leader items. 

The jurist held in part: “It is 
conceivable that with sc many hid- 
den snares and pitfalls set by this | 
law, that dealers will not venture 
about at all. They look to the law 
in vain for any guide through the 
fog of uncertainty, based on or de- 
fined by such words as substantial, 
reasonable, actual, direct, with 


said 


Another Blue Bonus! 
KFBK, Sacramento, KWG, Stock- 


ton and KERN, Bakersfield 


become a part of the NBC Pacific 
Coast Blue as basic stations, and 
thus qualify for regular Blue Net- 
work discounts. KFBK is one of the 
four highest powered stations on 
the Pacific Coast and winner of a 
1933 Variety Showmanship Award 


have 


knowledge, etc. The spirit of such 
words is essential to the validity of 
such acts as this. 


“In this court’s judgment, the pro- | 


visions of Sections Nos. 116 and 117 
of this act are sufficiently vague, 
conjectural and arbitrary as to com- 
pel the belief that they are repug- 
nant to the due process clause of 


the Constitution, and are, therefore, | 


void. 

“The court holds that the shadow 
of an offense and the substance of 
an offense may be prosecuted alike 
under this act, and this is oppres- 
sive, and it intends that innocence 
and guilt shall be caught unsifted 
and unseparated in its meshes.” 

The complainants in the case filed 


notice with the Circuit Court clerk | 


that they would appeal from Judge 
Dennis’ decision, to the Maryland 
Court of Appeals. 


MICHIGAN FAIR TRADE 

LAW UNCONSTITUTIONAL 
Lansing, Mich., Dec. 27.—Michi- 

gan’s “fair trade law,” so called de- 

spite the fact that it merely sought 


|to establish minimum prices of pe- 
| troleum and bakery products, was 
; held unconstitutional by Judge L. 
W. Carr in Ingham County Circuit 
Court in a suit brought by two gas- 
|oline retailers. The station men 
asked injunctions restraining state 
and county officials and the Central 
Michigan Retail Gasoline Dealers 
Association from enforcing mini- 
mum price provisions of the act. 

The court held that the law 
“an arbitrary interference with the 
right to carry on lawful business 
and in consequence not a proper ex- 
ercise of police power.” 


is 


Free Competition Upheld 


It pointed out also that certain 
provisions of the act providing for 
criminal prosecutions 
rest on the premise that a dealer 
who tries to build up his own en- 
terprise by obtaining new custom- 
ers is thereby attempting to destroy 
his competitors by unfair methods. 

“Obviously this theory is not in 
accord with the commonly accepted 
theory of free competition in busi- 


apparently 


ness,” commented the court. “The 
principle has been commonly rec- 
ognized and firmly established that 
the public welfare is best served by 
freedom of competition, rather than 
by its arbitrary curtailment.” 


Coast Car Cards 
to Maynard Boyce 


Maynard Boyce, Inc., Los Ange- 
les, has bought the advertising lease 
for units of the Los Angeles Rail- 
ways System, street cars and buses, 
formerly represented by Pacific 
Railways Advertising Company, 
Barron Collier subsidiary. 

Maynard M. Boyce is president; 
C. N. Parker, secretary-treasurer: 
Frederic Pickering, production 
manager. Offices are in the Cham- 
ber of Commerce Bldg. 


To McCann-Erickson 


La Continental Cia. de Seguros 
Generales, Buenos Aires, native in- 
surance company has appointed the 
local office of McCann-Erickson to 
direct its advertising in Argentina 
Newspapers and direct mail will be 
used. 
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ADVANCED BY McCALL 


Malcolm MacHarg added another title 
to that of advertising director of McCall 
Corporation when it was announced last 
week that he had been elected vice-pres- 


| es is 


Congress to Seek 
More Copy Curbs 
in New Session 


(Continued from Page 1) 
Thus, it is felt, the enactment 
| this bill might start a trend that 
|is anathema to the Senate. Even 
e the bill should get through the 
political gauntlet which every 
| measure must run at this session, 


of 


it faces almost certain defeat by the | 


House Committee on Interstate 
Foreign Commerce. 
Senator Capper’s 
designed to curtail 
circulation of liquor and beer 
vertising in newspapers, 
and the 


and 


bill, S.575, 


the 
ad- 


on the screen on air, was 


magazines, | 


discarded by the Senate committee | 


last year and stands little chance 


of revival. 


Nye Has Contest Bill 


man Wright Patman’s bill, often re- | 
ferred to as the “death sentence for 
chain stores,’ will probably come 
up for consideration at the coming | 
| session 
Wants Consumer Division 

Another proposal almost certain 
lto be offered again is the request of 
Secretary of Commerce Harry Hop- 
kins for an appropriation to set up 
a Division of Consumer Standards 
in his department. Suggested last 
year but turned down by the House 
Appropriations Committee, the 
project is due for another try. It 
will certainly be stimulated by the 
expansive consumer talk heard in 
Washington during the past few 
months and may have strength 
enough to force its way into the 


| graph companies 
sion a report will be 


ident of the publishing organization. Mr. There is an advertising bill which 
MacHarg began his business career in ay be heard from in the Senate 
the agency field, later joining Consoli- this session which was inactive last 
dated Magazines Corporation. When year. Introduced by Senator Nye of 
Consolidated was purchased by McCall, North Dakota, it would require all 
he was made Western advertising man- )persons conducting contests by 
ager of the latter, becoming advertising | mai], by advertisement in the news- | 
director in 1936. : aed a 
|papers and by radio to announce 
; publicly the name of contest win- 
ners and in addition the entries 
43 States Plan that won prizes. This, Senator Nye | 
pointed out this week, is aimed 
Conferences on principally at “radio contests’ in 
® which contestants often hear the 
Trade Barriers names of the winne! but seldom 
mye = hear the winning slogans or othe 
Chicago, Dec. 27.—Conferences entries read.” 
scheduled next year by 43 of the Senator Nye will ask the Senate 
etry lens “ “1 “Te os Post Offices and Post Roads Com- 
ward solving the problem of trade 1 ; > 5 
barriers, the Council of State Gov- | Mitte ss Be preciag eps heey a 
early in the session. He asked none 
ernments reported here today. last year preferring to wait til 
Although the interstate confer- | ,, rte . ee eee 
‘ : the committee had received reports 
CHESS will probably cover a wide | from interested and affected goyv- 
variety of problems, the trade bar- | ernment departments. The Federal 
rier question will be one to com~ | Communications Commission report- 
mand major attention, the Council ed favorably, that it had no objec- 
emphasized. The conferences are | ,; Te ; 
sponsored by the Council and this cl ga re ag ie cr 
organization started its work eee gar aeraae naegye es 
— ~— - Z the Post Office Department. said 
breaking down trade barriers early that ite passage w: eee , 
: ar S passage Was not necessary 
this year. The attack on taxes and | 
other regulations discriminating | More Beer Copy Bills 
against out of state products will be In the House there are companion 
made on a regional basis in 1940, : . ; 
‘was said bills: to Senator Johnson s beer ad- 
vertising bill. H.R. 251, 252, 253, 
To Meet in Buffalo 924, and 6219 all are similar and 
some go to seek to incorporate the 
One of the first conferences is provisions of the more. stringent 
scheduled for Buffalo, Jan. 5-6. It} Capper bill. All are pending before | 
will draw representatives from Illi-|the House Interstate and Foreign 
nois, Indiana, Michigan, New York,| Commerce Committee with littl 
New Jersey, Ohio and Pennsylvania | chance of ultimate favorable report 
who will atte mpt to reach an agree-|to the House and passage by that 
ment on legislation designed to end} pody. 
discrimination against out of state | Representative Flannery of Penn- 
beverages. sylvania plans to again seek hear- 
There are 43 states at present|ings for his bill to force radio. 
which maintain commissions on in-| newspaper and magazine adver- 
terstate cooperation. Arizona, | tisers to state the country of origin 
Idaho, Missouri, North Dakota and | of imported articles. Over the ait 
Washington are now without such | such origin would have to be stated 
agencies, although Missouri is ex-| at the beginning and end of all pro- 


pected to have one shortly. 
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grams and in printed advertise- 
ments the origin would have to be 
plainly carried in the copy. The 
Federal Trade Commission would 
be given the administration of this 
law. 

The future for the bill is bleak 
At the conclusion of the last reg- 
ular session Mr. Flannery had yet 
to convince the FTC that the bills 
are necessary. Commission experts 
contended that under the customs 
regulations of the treasury ample 
authority already exists to handle 


the marking of imported products 
Thus far this vear the Commission 
has given no indication it will 
change its position. Therefore, while 
the Interstate and Foreign Com- 
merce Committee may grant hear 
ings, an ultimate favorable report 


is doubtful. 


ANY WAY YOU MEASURE uw 


session and at the 
the future of this bill 
Another old standby, 


APPEALS TO SOUTHBOUND TOURISTS 


A special outdoor campaign directed to 
24-sheet locations scheduled in Southeastern states. 
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department’s appropriation bill for 
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What may grow out of this report 


is important because 


present indica- 


tions are that the Senate committee 
will be confronted with much more 
than the problem of the telegraph 
merger, and it may try to formulate 
a broad legislative solution encom- 
passing the entire subject of com- 
munications integration. This 
approach to the problem is. still 
obscure but Congressional opinion 
is that the communications tangle 


cannot | 
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Mr. Flanagin was head of the ad- 
vertising department for five years 
Mr. Dobyns has been with the com- 
pany for three 
Juniors to Meet 

The second annual mid-winter 
conference of the Junior Pacific 
Advertising Clubs Association fot 
the fifth district will be held in Los 


Angeles Feb 


T 


17. 


Jr., is president 


George 
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Represents “World” 


Patman May Try Again 

There is one other important ad- | 
vertising bill pending before the 
same committee, namely H.R. 94 
introduced by Representative Ma- 
loney of Louisiana which would 
require radio advertisers to state 
whether or not endorsements of 
products advertised were paid for 
This, too, faces little chance of ulti- 
mate enactment No action was 


taken on the bill in the last regular 


Bogner 


sentative 
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Southbound travelers will be launched Jan. 


Arthur Kudner, 


Stringent Federal 


Law on Labeling 
Now in Effect 


(Continued from Page 1) 
annual requirements. So many re- 
strictions have been laid down, how- 
ever, that use of old stock may be 
fraught with peril. One section pro- 
vides, for example, that old labels 
may be used under the indicated 
circumstances and: 


“If non-compliance with the sec- 
tions of the Act hereinbefore speci- 
fied does not make such labeling 
misleading by reason of its failure 
to reveal facts material in the light 
of representations made or sug- 
gested by statement, word, 
device, or any combination 
in such labeling, or 


thereof 
material with 


‘respect to consequences which may 


result from the use of the article 
to which such labeling relates 
under the conditions of use pre- 
scribed in such labeling or under 
such conditions of use as are cus- 
tomary or usual; and 

“If such labeling would have 
complied with the requirements of 
the Federal Food and Drugs Act of 
June 30, 1906, as amended.” 


Furthermore, the six months of 
grace is denied to manufacturers of 
products containing morphine, 
opium, and other similar 
drugs. 


cocaine 


Flooded with Inquiries 
Dr. P. B. Dunbar, assistant chief 
of the Food and Drug Administra- 
tion, told ADVERTISING AGE that his 
organization has been almost over- 
whelmed by the torrent of inquiries 
from manufacturers on various 
phases of the law and the Adminis- 
tration’s interpretation. The Admin- 
istration, however, has burned the 
midnight oil in an effort to enlighten 
the host of manufacturers affected. 
As a result, Dr. Dunbar believes that 


a large majority of the country’s 
producers know fairly well what is 
expected of them and are taking 
effective steps to comply 

Dr. Dunbar also paid tribute to 
package manufacturers for their 
efforts to comply with the provision 


prohibiting deceptive containers and 
to disseminate information on label- 


ing requirements 

As always, the Administration 
will give its first attention to labels 
and content of products affecting 
public health 

Definitions and standards issued 
thus far cover tomato paste, tomato 
juice, tomato catsup, liquid eggs. 
|liquid yolk, frozen eggs, frozen egg 
yolk, dried eggs, dried egg yolk, 


canned tomatoes and canned peaches 


JOHN A. CAIRNS 
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| by Buick Motor Division with 500 
is the agency in charge. 


Hearings have been held on 
canned pears, canned _ apricots, 
canned peas, canned cherries, mixed 
canned vegetables, evaporated milk, 
sweet milk, condensed milk, dried 


skim milk, cream and whipping 
cream, American cheese, cream 
cheese, washcurd cheese, colby 


cheese, fruit preserves, fruit jams, 
fruit jellies and fruit butters. 
Products under consideration for 
standardization and definition by 
the Foods Standards Committee of 
the Food and Drug Administration, 
but which have not yet been a sub- 
ject of hearings, are ice cream, grape 


juice, concentrated orange juice, 
grape fruit juice, macaroni and 
noodles. 


Bargain Package 
Adopted by Squibb 


. | 
design, 


in New Year Drive 


New York, Dec. 28.—E. R. Squibb 
& Sons will inaugurate its 1940 pro- 


motion with the introduction of 
special “economy” packages of den- 
tal cream, heavily supported by 


copy, it was learned 
today. 

The bargain package idea, which 
has not been widely used by Squibb 
past, has been adopted for 
two sizes of the dentifrice. The 
larger unit consists of two regular 
40 cent tubes for 59 cents. In the 


size, 25 cent tubes are of- 


With merchandise scheduled to 
reach dealers’ shelves Jan. 15, first 
copy announcing the offer will ap- 
pear in a list of major national 
magazines around Feb. 1. While the 
bargain angle will be thoroughly 
merchandised in forthcoming Squibb 
advertisements, it will be accom- 
panied by the usual Squibb em- 
phasis on quality. 

Gever, Cornell & Newell is the 
agency tor Squibb dentifrice adver- 
tising 
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Tax Problems of 1940 


The opening of another session of 
Congress is a forceful reminder that 
the pressing problems of taxation in 
this country will again be discussed 
and dealt with by the federal legis- 
lative body. While the tax problem 
is far from being exclusively na- 
tional in its terms, and offers great 
possibilities for solution through 
local attack, what the national gov- 
ernment the pace for 
states, counties and cities, and must 
be given intensive study and con- 
sideration. 

Higher taxes are forecast in order 
to meet the needs of an expanded 
program of national defense. It is 
expected that increased immediate 
revenues will be demanded, as well 
us continued addi- 
tion, the will continue 
heavy, in spite of improved business 
conditions and larger employment. 

The demand of from 
taxpayers is not yet strong enough 
to force governmental bodies of all 
kinds to reduce their expenditures. 
Their contention is that the need 
for increased services from govern- 
ment must be met, and that tax- 
payers must reconcile themselves to 


does sets 


borrowing. In 


relief load 


economy 


carrying a heavier load than ever) entifically and be prepared to make | 


before, great 
ready. 
While heavy taxes, absorbing an 


as that has been al- 


prosperity, this is not nearly so se- 
rious as the tendency to distribute 
the burden inequitably. The trend 
in both national and local taxation 
has been to increase the burden of 
the consumer, thus laying the heav- 
iest load upon those least able to 
carry it. Specific consumption taxes 
on articles of general use are in- 
creasing in number and amount, and 
according to Henry Morgenthau, 
Secretary of the Treasury, the con- 
sumer pays over 60 per cent of all 
taxes collected 

Advertisers and marketers are 
properly concerned both about the 


heavy burden of taxation and its 
constant encroachment upon the| 
buying power of consumers. The | 


tax dollar is getting bigger and big- 
ger in the national economy, and if 
it exacts too great a 
from the masses whose 
make up the business of manufac- 
turers, the latter cannot hope to 
progress as they should. Inequali- 
ties should be opposed even though 
they may seem to enable individual 
groups to avoid larger direct tax 
burdens. 

Business must study taxation sci- 


recommendations for 


proper meth- 


| ods of raising necessary governmen- 


tal revenues. Demands for economy 


undue amount of the national in-|and equitable taxation should go 
come, are in themselves a brake on! hand in hand. 


Get Together on Legislation 


With many bills directly affecting | the light of business requirements 
the operation of advertisers and | A joint committee representing 
marketers sure to have considera- | all advertising, marketing and me- 
tion at the new session of Congress, | dia interests could provide adequate 


ADVERTISING AGE renews its sugges- 
tion that all interests in this field 
get together for cooperative action 
in presenting 
these bills 


their viewpoint on 
There are many good associations 

representing 

advertising 


various divisions of 


and marketing activi- 


ties, and most of them deal with 
legislative proposals that affect the 
interests of their members. Thus 
they tend to overlap and duplicate 
their efforts, besides losing the 
power and effectiveness of a united 
front. 


Advertising interests can influ- 
ence the thinking of legislators by 
assembling facts regarding proposed 
laws and their effect on business ac- 
tivities. The best talent is needed 
to collect facts and to present them 
properly to the committees and in- 
dividual members of Congress who 
will be expected to pass on them in 


lever, advertisers and marketers can | 


facilities for keeping track of pro- 
posed legislation, studying it as it 
affects this 
American 


important section of 


business, and presenting 
recommendations for its defeat, 
amendment or passage, as the facts 
justify. Such a committee would 
carry weight and influence because 
of its ability to speak 
the field. 

There are certain 


for all inter- 
ests in 
types of legis- 
lation affecting business regarding 
which there is no general unanim- 
ity of opinion. In most cases, how- 
take a sound position for or against 
legislation which affects 
terests. To conserve time, money 


and effort, and to make a real im- 


their in- 


pression on legislators, a solid front | 


must be presented 
fort on 


Cooperative ef- 


legislation is a common- 


sense procedure which will produce 
results. 


B Advertising Age 


ALL HE NEEDS IS A PAIR OF WINGS 


——=———— 


“This, gentlemen, is our nearest approach to human perfection. 
rheumatism and dandruff.” 


—Country Gentleman 


He has colds, 


Ad-libbing 


Quick Work, But— | 

On one of the first pages in the 
Nov 23 issue of Advertiser’s 
Weekly, just delivered to us from | 


Sgt Yad G8 TB GSI ZIG LISI ISIS SIS aS 03 GB GBB IB, | 
s | 


REGISTRATION 


for 
BACON & HAM * BUTTER * SUGAR 


All ranon books have now been posted, and all 


s 
« 


: 


= 


Aa ee Oe | 


members of the publi. should regusier with their 


shopkeepers for Bacon & Ham, Buner and 


contribution | 
purchases | 


Sugar before 


Thuraday, 23rd November 


Registrauon is a mecessary measure to ensure 


, 
: 
! 
i 
i 


> 


adequate supplies and faw distribuuon It 


Ki essenual to the smooth working of food 


distribution im wart-ume 


SOMPLE INSTRUCTIONS FOR TOUR COIDANCE — 


4 
i 
4 


g 
4 
4 SHOPKEEPER TULL ONLY BE ABLE TO CET 
SUPPLIES FOR WIS AECISTERED CUSTOMERS 
® 


| 


| 
-* 
locas 
a2 ee 


REGISTER NOW 


oO OF Fe URI TET OF Com OF SUN mINETED mE Lowman 1 
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London, appears the news of “quick 
following the Ministry of 
| Foods decision to sponsor a hasty 
}advertising campaign to remind the 
| public that it must register to obtain 
certain 

At 10 a.m., it appears, the Minis- 
try’s public relations officer called 
the general secretary of the Adver- 
tising Association and invited him 
to select an agency. Less than an 
hour later, the secretary reported 
he had one, and shortly after 3 o’- 
clock in the afternoon of that same 
day the Ministry's public relations 
officer “received the finished proofs 
sy 4:30 p.m 


| work” 


foods. 


they had been passed 


and sent out to catch the Sunday 
paper editions.” 
Which certainly is quick work, 


but unimpressive to the gentleman 


who reviews current advertising for | 
this same Advertiser's Weekly. Half | 


a dozen pages back of this “quick 
| work” story the adreviewer repro- 
duces the much-discussed adver- 


tisement, and proceeds to pan it all} 
}over the lot. The border is too old- 
| fashioned, the headline is a com- 
| plete wash-out, the instructions it 


| gives are confusing, and, all in all, 
lit comes as close to being the! 
English equivalent of lousy as any- | 


thing he has seen in many a year. 


Movie-Radio Scoop 


Down in Indianapolis a group of 


| 


neighborhood theaters has stopped 
yelling about the harm that radio 
is doing to their business and has 


| decided to 


| about it 
| 


try to do something 
Not so long ago they took 


to newspaper advertising, running 
small-space copy of which the fol- 
lowing is typical: 

“Do you listen to Horace Heidt’s 
Pot O’ Gold contest every Tuesday 
night at 7:30? You need no longer 


| stay at home beside your radio to 
| win. 


“Because 
ance at 


if you are in attend- 
the Ritz, Uptown, Vogue, 


Oriental, Strand or St. Clair the- 
aters during this program, and 
there’s no one at home to receive 
the contest winning phone call— 
we'll give you $1,000. 

“Phone your manager for par- 
ticulars.” 

We don’t know how successful 


this line has been in pulling contest 
fans away from their radios, but 
the idea sounds like one with possi- 
bilities that should be watched. 
Two Reasons 
Some of observant 
are two 


our more 
scouts tell us that there 
basic reasons why a great many 
businesses don't advertise: 

1. Business is bad, expenses must 
be pared, no one will buy anything 
now, etc., etc. 

2. Business is so good that there 
is no sense in advertising for orders 
which we probably couldn't fill, and 
we're too busy to think up anything 
to say in our advertising, and please 
excuse us but a customer wants 
50,000,000 gimeracks by tomorrow 
morning 


An excellent example of the lat- | 


ter type of reasoning (apparently 
more prevalent right now than the 
former) is contained in a_ letter 
which a business paper publisher 
has just sent on to us. It says: 

“We wish to advise at this time 
that we have decided not to place 
an ad in your publication. We are 
planning as soon as business quiets 
down a little to work out some 
mode of advertising for the coming 
year but until the time comes when 
we can do this, we are suspending 
all advertising.” 

You can draw your own moral 
from this, but if you think it’s just 
a screwball letter or an_ isolated 


case, we rise in all earnestness to 
tell vou that advertising media 
especially business pape! are en- 


countering more than a littl 
sort of opposition these days 


ot this 


Jottings 

Flash: advertising agent's daugh- 
ter, the wife of a newspaper man, 
provides testimonial for magazine 
advertisement placed by agency 
with which her father has nothing 
to do. Which all adds up to the 
fact that current Camel magazine 
advertising features Mrs. Gail 
Borden, wife of the managing editor 
of the Chicago Times, and daughter 
of agency head Charles Daniel Frey. 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 


| panies sponsoring them, or through 


| ADVERTISING AGE, by 


national 
agency 
business 


any 
advertiser or advertising 
executive writing on his 


| letterhead. 


No. 


1578. Sioux 
000 Market. 

The Sioux Falls 
has issued this brochure-full of 
facts and figures, with maps and 
illustrations, on Sioux Falls and its 
trading area. It covers population, 
income and _ sales, tabulates the 
value of manufactured products and 
farm crops and gives details on the 


Falls, a $50,000,- 


Argus-Leader 


editorial features and circulation of 
| the newspaper. 


| 
| 


jonly to 


No. 1579. The 


Market Book. 


An impressive job has been done 
by The American Home in this 
market book which defines and 
maps 94 metropolitan districts of 
the country and their retail shop- 
ping areas. Each district carries a 
tabulation of population, retail 
sales, buying power and homes, 
with a_ specially prepared map 
which correlates the data. The 
book is available without charge 
national advertisers and 
their advertising agencies 


American Home 


No. 1571. 


Data. 

Its history, policies, editorial for- 
mula and other details are covered 
by The National Sign Journal in 
this booklet just issued. A circula- 
tion breakdown is included, with 
information about the publication's 
advertising volume, readership and 
the market it covers. 


National Sign Journal 


No. 1570. The 


for 1940. 


Issued by Aero Digest, this new 
booklet tells why the aviation in- 
dustry will be among the leaders 
this year. The first section deals 
with the current financial status of 
the industry, plant expansions, em- 
ployment, production facilities and 
other factors. The second part is 
devoted to the fifth annual “Digest 
of Aircraft & Engine Machinery,” 
January issue; and part three to 
Aero Digest’s position in the avia- 
tion field. 


Aviation Industry 


No. 1567. A Survey of Air Condi- 


tioning and Oil Burner Dealers 
This study, issued by Air Condi- 
tioning & Oil Heat, deals with the 
operation and purchase of trucks 
and the manner in which oil is 
| handled by air conditioning and oil 
burner dealers. It shows the num- 
ber of dealers operating trucks, the 
types and capacities of trucks, as 
well as preference for various 
makes, and purchases in prospect 


No. 1563. Meat Packing—An In- 
dustry in Itself. 


The meat packing industry is 
| shown as a constant market for al! 
types of equipment and supplies in 
this new brochure issued by Th: 
National Provisioner. In addition 
to market statistics, the brochurs 
provides details on the publication’ 
editorial coverage of the field 
reader interest, circulation and s¢ 
on. 


No. 1539. 
| Grow. 


Its circulation growth, attribute: 
to concentration in the school field 
is the story told by Young America 
in this new booklet. The publica 
tion’s blend of education and enter 
tainment is described, with facts o! 
how circulation is procured and 
where it is concentrated. 


Watch Young Americe 


No. 1540. Every Reader a Custome’ 

In this brochure The Family 
Circle offers a concise but thoroug® 
summary of facts on its distribution, 
merchandising services, copy test- 
ing facilities and evidences of read“ 
interest. 
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AFTER THE FEAST 


WHEN YOUR 


STOMACH. 


Charles Green Returns 
to N. Y. Ad Club 


Charles C. Green has resigned as 


34% Sales Gain 
Spurs Peak Drive 


director of promotion of the New fo S in Air 

York World’s Fair, Inc., to return I Tl -Al 

to the Advertising Club of New Pp g 

York as general manager. He suc- Holland, Mich., Dec. 28.—Charles 


the mattress manu- 
who put glamor 
successfully last 


ceeds Tom A. Burke, who has re- | Karr Company, 
signed as executive secretary of the | fsacturer 
club to accept a special assignment | gelq so 
with Lowell Thomas. today 
Mr. Green, former newspaper and | © ~* ° 
agency man, was president of the | 8°St advertising campaign in the 
club from 1925 to 1927. He was its | company ‘’s history during the first 
secretary from 1934 to 1936. | six months of 1940. 
———_-—_— The drive will follow one of the 
Mayer Promoted ‘company’s best years. Sales in- 
Harold F. Mayer has been ap- , creased 34 per cent over 1938 and 
pointed assistant advertising mana- —- also well ahead ‘of 1937, ac- 
ger of Certain-teed Products Cor- |¢°rding to Charles H. Karr, presi- 
poration, New York. He has been | dent. A feature of the campaign will 
in charge of production. be a series of half-page and full- 


summer, 


= - - - 


into this | 


announced plans for the big- | 


page insertions in a schedule which 


Myers Promotes Rum 


includes American Home, Better > ‘. 

Homes & Gardens, Bride’s Maga- As Aid to Appetite 

zine, Life and National Geographic.!| In an effort to make American 
Copy will continue to portray the |drinkers rum-conscious Fred L. 


Myers & Son, Jamaica distiller, 
stress the product as an appetite 
istimulator in its 1940 campaign 
Brands to be promoted include 


nature pictures used this fall. Vari- will 
ous outdoor scenes will be tied in 
with such headlines as “As Invig- 
orating as Sleeping on a Spring-Alr| planters Punch, Mona and Liquer 

Mattress,” or “As Stimulating as Insertions will appear in a list of 
Sleeping on a Spring-Air Mat-| magazines including Esquire, For- 
tress.” |tune, Harper's Bazaar, House 
Beautiful, House & Garden, The 
New Yorker, Town & Country and 


Continue in Newspapers 


Plans are also under way for a 


Vogue. Gotham Advertising Com- 
strong newspaper drive which will| pany, New York, has the account 
; 
be expanded both in cost and 


number of markets over the 30- 


Lambert in Chicago 


market, $75,000 campaign used in Harold M. Lambert Studios, Phil- 
key cities this fall. Increases are adelphia, has opened a Chicago 
also planned in dealer-cooperative | office at 31 E. Congress street. Fred 
copy, direct mail and display H. Egbert is in charge. 


papers: oo ee 


Stomach distress trom over tuliness should 


mot be aggravated fy drasec, seritmang physics 


f Peraetves 


Toke socthing Pepto-Bismal tasteed i: bas 


Hemel Rolpe te quiet che upset, us soothe ch 


PEPTO-BISMOL 


A series of human interest illustrations 
will key Pepto-Bismol copy during 1940. 


Pepto-Bismol Copy 
Due for Expansion 
During 1940 | 


New York, Dec. 27.- 


-An augmen- 
ted promotion program in 1940 in| 


maluitii i 


1 Py iN) " 


Po se } 
behalf of Norwich Pharmacal Com- | AHA LAY Wie a fia! euRiiy TRE “ir 
pany’s Pepto-Bismol stomach reme- | - WOK) TE TOP Py my LL Ube d a 
: dy, involving new additions to the | ! sain al del 
schedule as well as more frequent | 
insertions, will be launched in Jan- | 
uary issues of national magazines 


as well as in newspapers. 
5 Representing a budget expansion 
f of one-third, copy will appear in | 
. four weekly magazines, two month- 
j lies and in daily newspapers in key 
. 
t 


ovews NEW ENGLAN 


markets. The magazine list 
prises The American Magazine, Col- 
Cosmopolitan, Life, The Sat- 
0 irday Evening Post and This Week. 


com- 


lier’s, 


- Quarter and _half-page _inser- 
tions will dominate the magazine * 
drive, with most of the advertising 


in color. Copy will be slanted to- 
S ward both adults and children 
\- Illustrations will feature distressed 
e individuals for whose stomach dis- 
cS comfort the product is recommend- ° ° . 
is | ed | HAT'S the thorough way in which EARNING POWER: Typical of earn- 
i One typical insertion, under the WNAC Boston ° . ° ° ° 
1- | heading “Too much! Too Fast! Too The Yankee Network blankets New __ ings in two key industries is the total of 
1€ sad!,”’ points out that “it is an old wie Hasterd ' 
2s | American custom to work too hard.|| WEAN Providence England — where |8 trading centers $300,000,000 wages paid textile work- 
Us and play too hard, to drive too fast | WTA WwW st . ° 
t and eat too fast, to worry too much | - éiiedes re combine to form one of the most ers, and the $63,000,000 paid shoe 

nd to drink too much.” Copy sug- W ray. tell ° 
Ro gests Pepto-Bismol as the solution ce | New Haven productive, populous and prosperous workers. 

Lawrence C. Gumbinner Adver- WNLC New London ° ° . ° 
is J tising Ageney has the account. neha markets in America. BUYING POWER: Figures compiled 
all] ° 
a a . WLBZ Bangor HOMES: In this market of 8,166,131 by the National Industrial Conference 
he ree Accounts ° ° ° 
°» | Name Remington msi on people and 1,879,499 urban homes, Board, with deductions for fuel, light and 
re SS ashen ore all River ° , ' 
+ C moons 9 re a WNBH New Bedford there are 1,125,296 single houses, shelter, give a $3,579,056,000 buying 
le é ys ) S 9 ivlasSs., é e . 
: Logan Drinking Cup Company have wo- 4 
ws ced their advertising accounts pice Greenfield 448,510 t o-family Home ownership power to New England, or $415 per 
rie aalenes . ; . ° 

. | brneteM, Men. Lopencdivc|| cen is 46%. capita. 
ica ay Ty . “4. 1S y 7e e 4 ° 

el se seme: Ray tay WLLH  } Lawrence WEALTH: According to recent re- 

ipany, 10se advertising is also * 

et ndled by Remington WLNH Laconia ° 
+ Federal’ Land Bank, Springfelt.|| wang Avgeaa” ports compiled by the comptroller of 
tea Mi las ¢ yinted the sam 7 . 
. ina: Plans mean fer a qoute, wcoy §Leuison the currency, deposits in New England Here's the New England market—and 
lation of the institutional program ) Aub . . ' . 
vl naugurated in 1937 and built around|| ycyg deed banks total $6,500,000,000, including here's the only network that covers it 
the slogan, “The Northeast is - 9 ° . 
wt Th Ghee Bee te Pens” 18°, of U.S. savings deposits. completely and sells it thoroughly. 


«> | Names Grant & Wadsworth 


‘il vitas Company, New York, has 

eee) THE YANKEE NETWORK, INC. 25:t80°8SS ONES 

-_ f its toys and Zames 'Maga- . BOSTON, MASSACHUSETTS | 

der ioe a tee te coomantend __-= EDWARD PETRY & CO., INC., Exclusive te Sales Representatives — ; 
executive 
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January 1, 


rug, 
opy 


Annual Report Reveals 
Commission's High Bat- 
ting Average in Court 


Washington, D. C., Dec. 29.—Drug, 
cosmetic and toiletries copy received 
the most attention from the Fed- 
eral Trade Commission in its past 
year’s scrutiny of advertising, the 
25th annual report of the FTC re- 
vealed today 

The bulky volume summarizes the 
commission’s work during the year, 
outlines its points of view on vari- 
ous trade and advertising practices 
and gives some indication as to the 
trend future action may follow. 


Drugs Lead Parade 


An analysis of advertising ques- 
tioned by the Commission’s staff 
during the fiscal year and accorded 
legal review shows the following 
division by classifications: 

Per Cent 
Drugs, including preparations 
recommended for numerous 
specific diseases ....... wer, 
Cosmetics and toiletries. ...10.4 
Foods and beverages 7.8 
Health devices, instruments and 


apparatus . a — 
Commodity sales promotion 
plans, with agency and em- 
ployment offers, and specialty 
and novelty goods........... 6.8 
Automobile, radio, refrigerator 
and other equipment lines.... 5.3 
Correspondence courses eis 
Other merchandise and indus- 
trial products, including ap- 


parel, tobacco, pet breeding, 

poultry raising, gasoline and 

lubricants, specialty build- 

ing materials, etc........... 21.9 

“In the item of drug prepara- 
tions,” said the report, “which com- 
prised 42.4 per cent of the adver- 
tised products, a substantial pro- 
portion of the related advertising 
contained flagrant misrepresenta- 
tions or representations which dis- 
closed possible injurious results to 
the public and for that reason were 
given preferred attention.” 

The report indicates that mail or- 
der advertising will receive an in- 
creasing share of the Commission’s 
attention. During the year, 13,046 
pages of catalogs and circulars dis- 
tributed by 52 companies were ob- 
tained. In the subsequent examina- 
tions of 10,927 pages, 773 were 
marked as possibly false, misleading 
or deceptive by the preliminary re- 
viewing staff, and set aside for in- 
vestigation. A wide variety of com- 
modities, including food and drugs, 
is included in this questioned adver- 
tising. 

241 Complaints on Copy 

The 
ing to 
ences; 
der the 


gave its bless- 
ten trade practice confer- 
issued 125 complaints un- 
Wheeler-Lea Act; another 


Commission 


A “Sound” Investment 
for 1940: 


WFBR reaches more Mary- 
land ears, more often... 


WFBR results pay extra 
dividends to advertisers! 


EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


—~4 


Cosmetic, Toiletries 


Hit Most by FTC 


32 under the Robinson-Patman Act: 
issued 370 complaints after 1,650 in- 
vestigations, and served 288 orders 
to cease and desist. A total of 241 
complaints alleged false and 
leading representations in adver- 
tisements, on labels or otherwise. 
Sixteen complaints were issued 
charging combination and conspir- 
acy in restraint of trade through 
price fixing and other agreements 
Price fixing, the report said, con- 
tinues to be the most recurring 
charge in cases involving restraint 
of trade. One manifestation of thi: 
condition is found in identical bids 
for state or government business. 


mis- 


Extends Its Survey 


The Commission approved 600 
stipulations to cease and desist 
from practices involving violations | 
of the acts it administers, as com- | 
pared with 576 the previous year. 
Of this total, 329 involved mislead- 
ing advertising in publications 
radio. 

The report referred to the Com- 
investigation otf resale | 
price maintenance, but gave no clue 
as to findings. 

The Commission has a high bat- 
ting average in the courts, the re- 
port revealed. It was successful in 
27 while three orders were 
set aside, two by Circuit Courts of 
Appeal and one by a District Court 
The Supreme Court denied writs of 
certiorari in two cases where the 
respondents sought reversals of de- 
cisions by Circuit Courts of Appeal 


List Proscribed Methods 


mission’s 


cases, 


The Commission’s report listed 31 


types of unfair methods and prac- | 
tices which it has condemned in 
orders to cease and desist. The list 
follows: 

1. The use of false or mislead- 
ing advertising, calculated to mis- 
lead and deceive the purchasing 
public to their damage. 

2. Misbranding of fabrics and 
other commodities respecting the 
materials or ingredients of which 
they are composed, their quality, 
purity, origin, source, attributes or 
properties, history or nature of 
manufacture, and selling them un- | 
der such names and circumstances | 
that the purchaser would be mis- 
led in these respects. 

3. Bribing buyers or other em- | 
ployes of customers and prospec- | 
tive customers, without the em- 
ployer’s knowledge or consent, to 
secure or hold patronage. 

4. Procuring the business’ or 
trade secrets competitors by 
espionage, or by bribing their em- 
ployes, or by similar means. 


of 


5. Inducing employes of com- 
petitors to violate their contracts 
and enticing away employes of | 


competitors in such numbers or un- | 
der such circumstances as to ham- 
per or embarrass the competitors in 
the conduct of their business. 


Simulation Is Taboo 


6. Making false and disparaging | 


statements respecting competitors’ 
products and business, in some cases 
under the guise of ostensibly dis- 
interested and specially informed 
sources or through purported sci- 
entific, but in fact misleading, dem- 


onstrations or tests; and making 
false and misleading representa- 
tions with respect to competitors’ 


products, such as that seller’s prod- 
uct is competitor’s, and through use 
of such practices as deceptive sim- 
ulation of competitor’s counter dis- 
play catalogs or trade names; and 
that competitor’s business has been 
discontinued, and that seller is suc- 
thereto or 


cessor purchaser and 
owner thereof. 
7. Widespread threats to the 


trade of suits for patent infringe- 
ment arising from the sale of al- 
leged infringing products of com- 
petitors, such threats not 


being | 


made in good faith but for the pur- | 
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COSTS ARE Low 


With wars cutting into European tourist travel, the All-Year Club of Southern California stresses the many beauty spots 


of Southern California, whose scenery duplicates that of famous continental tourist attractions. 
for about 1,000 travel and transportation bureaus throughout the country. 


The display is scheduled 


Copy points out that movie studios find in 


Southern California natural scenery typical of nearly every country in the world. Lord & Thomas, Los Angeles, is the agency. 


and claiming and asserting, without 
justification, exclusive rights in 
names of unpatented products. 

8. Trade boycotts or combina- 
tions traders to prevent certain 
wholesale or retail dealers or cer- 


of 


tain classes of such dealers from 
procuring goods at the same terms 
accorded to the boycotters or con- 
spirators, or to coerce the trade 
policy of their competitors or of 
manufacturers from vhom they 
buy. 


9. Passing off goods or articles 
for well and favorably known prod- 


ucts of competitors through appro- | 


petitors’ trade names, labels, dress 
of goods, or counter-display cata- 
logs. 

10. Selling rebuilt, second-hand, 
renovated, or old products or arti- 
cles made from used or second-hand 
materials as and for new 

11. Buying up supplies at ex- 
cessive prices for the purpose of 
hampering competitors and stifling 
or eliminating competition 


Hit “Pretended” Contests 


12. Using concealed subsidiaries, 
ostensibly independent, to obtain 
competitive business otherwise un- 
available, and making use of false 
and misleading representations, 
schemes, and practices to obtain 
representatives and make contacts, 
such as pretended puzzle prize con- 
tests purportedly offering opportu- 
nities to win handsome prizes, but 
in fact mere “come-on” schemes 
and devices in which the seller’s 
true identity and interest are in- 
itially concealed, and in which the 
purpose is to obtain a large 
force to sell its product 

13. Using merchandising schemes 
based on lot or chance 

14. Cooperating with 
the of schemes and practices 
for compelling wholesalers and re- 
tailers to maintain prices 
fixed by a manufacturer or distribu- 
tor for resale of his product 

15. Combinations agreements 
of competitors to enhance 
maintain prices, bring 
stantial uniformity in 
divide territory or business, 
off competitors’ sources of supply, 
markets to competitors, 
or otherwise restrain or hinde1 
and fair competition 

16. Cutting off or curtailing o1 
restricting, competitors’ sources of 
supply or access to market or cus- 
tomers, through such acts and prac- 
tices as fixing especially 
prices discounts conditioned 
non-dealing in competitive 
or exacting higher prices for 
dealings 

17. Aiding, assisting o1 
untair 
and 


sales 


others in 
use 


resale 


or 
prices, 
about sub- 
prices or to 
to cut 


or to close 


tree 


favorable 
or on 
goods, 


such 


abetting 
practice, misrepresentation 
deception, and 
means or instrumentalities thereof, 
and combining conspiring to 
offer or sell products by chance o1 
by deceptive methods, through such 
practices as supplying dealers with 
lottery devices, o1 to 


furnishing 


and 


selling deal- 


pose of intimidating the trade and/| ers, and assisting them in conduct- 
competition, 


hindering stifling 


or 


ing contest schemes as a part of 
~~ von - 1 

; 4 

at Bike “peat iY, 

a an wa 


| priation or simulation of such com- | 


which pretended credit slips or cer- 
tificates are issued to contestants, 
which in fact give the recipient no 
advantage in price because the price 
of the goods on which applied has 


been marked up to absorb the face | 


value of the credit slip, and the sup- 
plying of emblems or devices 
conceal marks of country of origin 
of goods, or otherwise to misbrand 
goods as to country of origin. 


Other Practices Barred 


18. Various schemes to create 
the impression in the mind of the 
prospective customer that he or she 
is being offered an opportunity to 
make a purchase under unusually 
favorable conditions when such is 
not the case. 

19. Using containers ostensibly of 
the capacity customarily associated 
in the mind of the general purchas- 
ing public with standard weights or 
quantities of the product therein 
contained, or using such standard 
containers only partially filled to 
capacity, so as to make it appear 
to the purchaser that he is receiving 
the standard weight or quantity. 

20. Concealing business identity 
in connection with the marketing 
of a product, or misrepresenting the 
seller’s relation to others; such 
claiming falsely to be the agent or 
employe of some other concern, or 
failing to disclose the termination 
of such a relationship in soliciting 
customers of such concerns. 


as 


False Claims Charged 


21. Misrepresenting in various 
ways the necessity or desirability 
or the advantages to the prospective 
customer of dealing with the seller. 

22. Use by business concerns, as- 
sociated as trade organizations or 
otherwise, of methods which are 
calculated to result in the observ- 
ance of uniform prices or practices 
for the products dealt in by them, 
with consequent restraint on or 
elimination of competition, such as 
various kifids of so-called standard 
cost systems, price lists, or guides, 
or exchange of trade information. 


Entrapment Is Alleged 


23. Obtaining business through 
undertakings not carried out, and 
not intended to be carried out, and 
| through deceptive, dishonest, and 
| oppressive devices calculated to en- 
| trap and coerce the customer or 
| prospective customer. 

24. Giving products misleading 
|mames so as to give them a value 
| to the purchasing public, or to a part 
thereof, which they would not other- 
wise 


25 


possess. 
Selling below cost or 
product without charge, with intent 
and effect of hindering or suppress- 
ing competition. 

26. Dealing unfairly and dishon- 
estly with foreign purchasers and 
thereby discrediting American ex- 
porters generally. 
Coercing and 


27 enforcing un- 


4 


economic and monopolistic recipro- 


| : 
| cal dealing. 


to | 


| agree 


Restraint of Exporting 


28. Entering into contracts in re- 
straint of trade whereby foreign 
corporations agree not to export 
certain products into the United 
States in consideration of a domes 
tic company’s agreement not to ex 
port the same commodity, nor t 
sell to anyone other than those wh 
not to so export the same 
and 

29. Employing various false and 
misleading representations an d 
practices to give products a stand 
ing, merit, and value to the pu 
chasing public, or a part thereof, 
which they would not otherwise 
possess, such practices including 

(a) Misrepresenting, throug! 


salesmen or otherwise, products 
composition, nature, qualities, re- 
sults accomplished, safety, value 
and earnings or profits to be had 
| therefrom. 

(b) Claiming falsely unique 
status or advantages, or special 


merit therefor, on the basis of pre- 
tended, but in fact misleading and 
ill-founded, demonstrations or 
entific tests, or pretended wide- 
spread tests, or of widespread and 
critical professional acceptance and 
use. 

(c) Misrepresenting the 
or circumstances involved in. th 
making and offer of the product 
or the source or origin thereof (fo: 
eign or domestic), or of the ingre- 
dients entering therein, or part 
thereof, or the opportunities brought 
to the buyer through purchase of 
the offering, or otherwise misrepre- 
senting scientific or other facts bea 
ing on the value thereof to th 
purchaser; and 
(d) Representing products falsely 
legitimate, or prepared, tagged 
and labeled in accordance with la\ 
or prepared in accordance wit! 
Government or official standards 
specifications; and 

(e) Claiming falsely Governmen! 
or Official, or other acceptance, us: 
and indorsement of product, and 
misrepresenting success and stand 
ing thereof through use of false at 
misleading indorsements f 
and misleading claims thereto 

30. Failing and refusing to di 
justly and fairly with customers 
consummating transactions unde 
taken, through such practices 
refusing to correct mistakes in 
ing orders, or to make promis« 
adjustments or refunds, and ret: 
ing, without refund, goods retu 


Scl- 


history 


as 


| for exchange or adjustment, and « 


giving 


GIBBONS KNOWS CANADA 


forcing, notwithstanding agents 
terations, printed terms of purc! 
contracts, and exacting payment 
excess of customers’ commitme! 
31. Shipping products at 
prices to its customers 01 
tive customers or to the custor 
or prospective customers of com} 
tors without an 


pros} 


order 
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DRAMATIZES TREMENDOUS COPY INVESTMENT -‘Jury Cekcetiad tos PITTSBURGH ADMEN SEEK BARRYMORE TOGA 


Packaging Award 
22020. 000, ackaging Awards 


| the jury of awards and other details 
ADVERTISIN FASURE R INE lof the ninth annual competition for 
| the Irwin D. Wolf awards for out- 
| standing accomplishment in pack- 
| aging were announced today by the 
American Management Association, 
sponsor of the competition. 

All entries will be exhibited at 
the Tenth Packaging Exposition to 
be held at the Astor Hotel March 
26-29. Deadline for submission of 
j}entries is Feb. 10. 


The jury of awards will include | The latent talents of the Pittsburgh Advertising Club and the Industrial Adver 


| Katherine M Ansley, executive tising Council were merged recently in the presentation of a skit entitled, 
lsecretary of the American Home “Whistling in the Dark or How to Make an Advertising Program—Toot Sweet 
esenenten Association: James C Left to right are: Ed Murphy, Arrow Press; Jerry Cullinson, National Fireproofing 


; i - Corporation; E. T. Giles, Ketchum, Macleod & Grove; Keith Kallenberger, Union 

| Boudreau, director of the School of Switch & Signal Company; Miss Yuthad Langsdale, Chester Engineers; and 
Fine and Applied Arts, Pratt Insti- D. J. Coullie, Aliing & Cory Paper Company. 

| tute; Allan Brown, director of pub- 


| lic relations, Bakelite Corporation; | 
Gordon Cole, advertising manager| dent of General Foods  Sales|ensemble cleaner carton and tool 
}of Cannon Mills; Joseph Givner, as- | Company, and Dorothy Shaver, | kit 
sistant to the vice-president in! vice-president of Lord & Taylor | 
charge of merchandising, Sears, The Irwin D. Wolf trophy is the) Anderson in New Post 
The fact that Edison General Electric Appliance Company has spent $22,000,000 eC y 3 


" . ) Roebuck & Co.; Edgar Kobak, vice-| top award given. It was won last | Dwight Anderson has been ap- 
to make Hotpoint a familiar name in every home is being dramatized in a president of Lord & Thomas; C. B.| year by Leon A. Axel, Ltd., for its 
series of sales conventions throughout the country. With the two “treasure 


: pointed business manager of the 
: : : Larrabee, Printers’ Ink Publica-| Rainsuiter display carton, and in| New York State Journal of Medi- 
girls above ore (left to right): (tates wrown, compalge manager; W. A. Grove, tions: Rav M. Schmitz. vice-presi- | 1937 by the Hoover company for its | ¢ine. New York 

advertising manager; L. J. Sholty, vice-president of Maxon, Inc., agency handling . : 


the account; and Mike Mahoney, also of the agency. 


Genealogy Is Tied Court Invalidates 
to Neckties by Tax on Apples 
Botany Mills for Advertising 


Passaic, N. J., Dec. 28 If the St Joseph, Mich., Dec 2% 
donors of Christmas neckties | Though advertising of Michigan ap 
evinced a strange new interest in | ples meatal a setback this weel 
tartans, sometimes called plaids, and | when Judge Fremont Evans of Bor 
if father is wearing these gifts | rien County Circuit Court, held th 
without his customary reluctance, | 1939 law invalid, proponents of 
Botany Worsted Mills, of this city, | ricultural advertising ar 


* congratu- 


» | is Willing to take a bow and accept | lating themselves on the fact that a 

C some part of the credit for the| technicality provided the basis for 
metamorphosis. the decision. 

The company recently issued a | Judge Evans held that the title 


S small booklet, “Botany Call o’ the 
Clans,” which traces the history of | 
tartans and ends with a roll call 


bron the body of the act conflict, 
the former covering the production 


of apples, while the text levied a tax 
showing which family names belong | for marketing purposes. The court 
to which clans, and which tartan | made permanent a,temporary in- 
1 is the correct wear for each. Dis-| junction restraining all attempts to 
i tributed through dealers, the sales | enforce the tax against apple grow- 
- promotion piece is described as the | |ers, producers and shippers in Mich- 
d most original in many years. It igan. 
4 apparently caused many svernee The state law, adopted early this 
citizens to recall their Scottish an-) year and becoming operative in 
id cestry and to give visual evidence August, imposed a tax of one cent 
id of it in the flaunting of bright new , sh | sie ™ ; 
tics—of the exact colors which their eee on Spyies procuces in 
caniiiiauns affected Michigan. The annual crop is be 
a. ws tween 7,000,000 and 10,000,000 
f Who Wears Tartans bushels. Small growers in South- P E R is E * T 
; The first paragraph of the little western Michigan opposed the law 
e- volume gives a clue to its develop- rts were successful in securing a 
t ment of its basic theme: emporary injunction 
ht “‘Who may wear a tartan?’ and R. J. Martin, executive secretary N E G AT | V E oat 
of What is my tartan?’ are questions | Of the State Apple Commission, said 3 
e- frequently asked. The answer is | that the case will be carried to the @ A good engraving has its start as a perfect neg- sf 
N that one is entitled to wear any State Supreme Court Lgl 
he tartan ussociated with one’s name, - F 
Pos see eto pene oe nes a Henry Returns ative. With modern equipment second to none and 
\ paterna or naterna wen one . . 
“cd cun find no name associated with to Ziff-Davis f 
he tartan, it is considered correct J. Fred Henry has rejoined Ziff ‘ | h + di ao can : 
lo wear any of the Royal ol Regi- Davis Publishing Company, Chica service to p ease t e mos iscrimina ing, you 7 
mental tartans.” go, as vice-president and a directo 
This seems to open quite a field Mr. Henry has been vice-presi- A - 
for the sale of Botany Mills’ favor- | dent and advertising director of Dell depend on Wallace-Miller plates to put that extra 
te tie Rae ‘ ' Publishing Company, New York, fo: 
es, and it expects to pursue i : 
nd this objective with vigor during — 
1940 ; needed punch into your advertisement. No matter PRINTING = 
Two for Diener ; 
P ae ° 
Acquires “Accordion” William L. Diener, Inc., Chicag , 
John C. Gerstner has acquired| has been appointed to handle ad what your problem of reproduction may be —ca P L A T E 
‘ ne Acc rdio Wo ld, Ne Ww Tork vertising 0} Charle R Sligh Com- 
vee aid + died Wall = Aled pi ny, He and, Mic h., and Ranney 
‘ The publication has moved to 280] Refrigerator Company, Greenvill , ° . 
Madison avenue. The new pub-| Mich. The account executive will in a Wallace-Miller representative and receive the 
sher continues to act as the rep- ps Wesley Aves, of the agency 
esentative of a group of —— Rapids office © 
iblications : : ; 
, ,; utmost in service, quality and value. Day or night. 
oa: Renshaw in Brewing 
W. Cc. Roux Rejoins NBC | Richard T. Renshaw has joined 
W. C. Roux, who has previously | Cumberland Brewing Company 
en e¢ssociated with the Nationa] |Cumberland, Md., as advertising 
Lroadcasting Company, New York, ! Manage! He was formerly assist 
rejoined the company as a int adve rusing manager of Kelly a j ’ 
ember of the promotion depart- Springfield Tire Compan y e a 
ent in charge of managed and ; 
erated stations ; ; 
ited station Joins Croydon Institute A466 W SUPERIOR STREET , 
Joseph A. Kiss, formerly direct: ae 
Shautz to New York af tae Dae Deed ok Bini : rm 
William A. Shautz Advertising| has joined the adverti sing division 
Agency has moved from Scranton,| of Croydon Institute, Chicago I C H | C A G 0 
ret to New York Offices have chat ge of the de partment of instruc 
n taken at 247 Park avenue. The | tion and criticisn Mr. Kiss is the 
} nev specialize in bakery adver-| author of i book on copywriting 
—_—" 
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Voice 


sD BLESS AMERICA! —- 


Stresses Need for 
Better Retail Selling 


To the Editor: I was quite in- 


terested in your editorial, “For 
Better Retail Selling,” in the De- 
cember 18 issu 

For tour years now, we have had 
a Department of Merchandise Edu- 
cation. The sole function of this 


department is to provide factual 
data for retail sales people that they 
may present the merchandise they 
sell more completely and more use- 
fully to their customers 

The results of this department 
have been outstanding. The prin- 
cipal reason is that we have gone 
to great lengths to provide material 
that is accurate and that is designed 
solely for sales persons’ information. 
We have not encroached on the field 
of “promotion” in any way 

Your editorial is so correct. Every 
plan and advertising plan, 
every merchandising plan and all of 
the manufacturers’ sales efforts are 
ubetted or, to a great extent, nulli- 
fied by the person when she 
the customer at the retail 
counter. 


sales 


sales 


meets 


HAPPER PAYNE, 
Director of Promotion, 
Good Housekeeping, New York. 
~ © FF 
‘Twas a Couple 
of Other Guys 


To the Editor: Your Ad-Libbing 
editor should haul out his $50,000 
barber shop story again. Here's 
some dope from the scene of Eddie 
Anderson's football wizardry: 


He got a Buick, all right, pre- 
sented to him by the fans in Dav- 
enport, Iowa. His assistants, Frank 
Carideo and Jim Harris each got 
Mercurys presented to them by 
loyal fans in Des Moines. Ander- 
son also got a $1,000 Bulova wrist 
watch from the Midwest sports 


writers association. 
JAMES J. HILL, 
Press-Citizen, lowa City, Ia 
a me 
Checkerboard Copy 
Scores in Oregon 
To the Editor: You may be in- 
terested in the attached copy which 
we believe is unusual for a non- 
metropolitan newspaper. While the 
checkerboard idea is not in any way 
new, I do not recall ever before 
having seen an advertisement of 
alternate red and blue 
This appeared in the 
Salem, Ore., and, for a non-metro- 
politan newspaper, I think we will 


squares of 


have to agree that they did a very 
beautiful job on the register A 
you will note, the advertiser was a 


merchant 
Robert Sprague, advertising man 


local department store 


auger of the newspaper, made this 
comment on the copy: “Once in a 
while, out of the murk of mediocri- 


ty which enshrouds most non-met- 
ropolitan local advertising, comes an 
ad that has enough of what it takes 
to stand out « big leagues 
That it passed the crucial test is 
out by Mr. Price (the adver- 
statement that his Monday’ 


of the largest of the 


ver rm the 


borne 
tiser ) 
2ross Wa One 
“The lettering wa ll done by 
hand except that which is obviously 
otype ink which 
effect 
that this copy 
rest to both new 
ising men 
Fk. F. PARSONS, 
Bryant, Griffitl 
Ni 


tv pe with stere 
* reverse 


| feel certais 


2, 


srunson, Chicago 


Statesman, 


| Finn. 


is a reader's forum. 


Stopper 

To the Editor: 
impressed as I was by the 
enclosed Christmas card received 
from Wallace Meyer, vice-president 
of Reincke - Ellis - Younggreen & 
Of all the cards I have seen 
this year, here is the stopper. 

Ordinarily when we_ receive 
vreetings from an advertising man 
we expect something “clever.” This 
card is anything but that. With its 
most orthodox cover it gives the 
first appearance of something that 
might have come from Aunt Mar- 
tha. But upon opening to its cen- 
terspread WOW —there is sum- 
marized in three words the prin- 
cipal blessing for which we all have 
to be grateful. With political tur- 
moil extending from the Orient 
to the <Arctic—with Christmas 
elebrations largely limited to the 
Western hemisphere-—-I echo Mr. 
Meyer's sincere wish. GOD BLESS 
AMERICA 


be as 


EB. J. 
American Chain Division, 
American Chain & Cable Com- 
pany, Chicago 


FLOopb, 


= | 


The Wishbone Was Real 


To the Editor: We believe you 
will be interested in seeing the 
enclosed holiday greeting which 
was prepared for our client, the 
Red Top Brewing Company 

Five hundred of these mailing 


pieces were needed to mail to job- 
throughout the country. You 
ean appreciate the fact that assem- 
bling 500 real wishbones presented 
quite a difficult problem. At first 
an experiment with plastic wish- 
bones was made but we found that 
the manufactured item lacked real- 
ism. 

We then discussed this matter 
with the management who, togethe 
with the employes, cooperated 


bers 


I know you will 


Letters are welcome 


of the Advertiser 


This department 


* 


with us in solving our problem. 

Joseph Ullman, vice president of 
the brewery, made the request for 
wishbones known among _ officials 
ind employes of the organization, 
and within two months over five 
hundred wishbones (“clean and 
slick as a whistle’) were assem- 
bled. 

Just this greeting was 
mailed, a Cincinnati newspaper 
heard about the idea and wanted to 
run a feature story immediately. 
A “deal” was made with the news- 
paper that if they would withhold 
the story until after the greetings 
were received by the recipients, 
they would be given the story ex- 
clusively. Of course, they agreed. 

ELI COHAN, 
Advertising 


before 


Joseph Agency, 


Cincinnati. 


(Editor’s Note: The card prepared 
by this agency was one of the most 
unusual received by ADVERTISING 
Ace. It was a full letter-size sheet 
of paper with the real wishbone 
inserted at the top over a_ red, 
heart-shaped design. The brewing 
company’s greeting was printed in 
green below the design, with the 
signature in red to carry out the 
typical red and green color scheme 
of Christmas.) 


- ww + 


Pretty Either Way 

To the Editor: The Travelers In- 
surance Company color page in the 
current Saturday Evening Post 
makes me wonder whether the 
copywriter is slightly confused in 
his weather data 

Rainbows, especially the double 
variety, occur late in the afternoon 
and appear in the East. The ad in 
question contains two references to 
rainbows in the West. 

EUGENE LIGHTER, 
Ferncroft Studios, Chicago 


A CHANGE FROM THE CONVENTIONAL 


Scores Copy “Natural” 
on Graf Spee Battle 


| To the Editor: We think the en- 
| closed advertisement for Atlantic 
| City’s Ritz-Carlton hotel scored a 
natural with its uncanny timeliness. 
Concurrent with its appearance in 
the newspapers during the ten days 
between December 10 and 20 came 
the headlines about the Graf Spee’s 
battle and subsequent scuttling in 
American waters, followed by des- 
truction of the Columbus a few days 
later. 


L. S. WEITZMAN, 
Dorland Advertising Agency, 
Atlantic City, N. J. 

vgwyY 


Orchid Copy Stirs 
Fond Memories 


To the Editor: Mr. Adams’ fond 
recollections of his early use of the 
orchid in full-color advertising 
prompt me to thumb through my 
own mental files to an effort of my 
own in the same direction. 

I was only a boy at the time, for 
this was in March, 1923, shortly be- 
fore I suggested to Walter Winchell 
that he substitute the more glamor- 
ous “orchid” for the already stereo- 
typed “bouquet,” as opposed to 
“brickbat.” (Winchell later inter- 
polated “scallion” in place of the 
latter term.) Copy I prepared for 
Milorganite, a fertilizer by-product 
of Milwaukee’s sewage _ disposal 
system, contemplated two-page 1n- 
serts of photographic transparencies 
(for the four-color process plate 
was then in the experimental stage 
only) in Fortune, National Geo- 
graphic, Saturday Evening Post, 
Open Road for Boys, The Nation, 
Peoples Popular Monthly, St. Nich- 
olas, and The Iron Age. Headline, 
considered quite a stopper in those 
days, was “Orchids to Milorganite,” 
and crossed the page at optical cen- 


ter just beneath a gorgeous, big, 
full-color brace of orchids. 
Whether this insertion ever ac- 


tually ran or not, I am momentarily 
unable to remember. I seem to re- 
| call that a switch of accounts shortly 
after this idea was presented to the 
client caused the copy to be tem- 
porarily tabled’ But I do remember 
that the idea progressed to a com- 
plete rough visual intermediate 
comprehensive, and, in that stage, 
caused quite a_ stir in fertilizer 
circles. 

Undoubtedly, somebody else can 
carry the orchid even further back 
in advertising thought. I merely 
toss this in for nothing ... what it’s 
worth. 


N. B. WINKLESS, JR., 


Wm. B. Remington, Inc., Spring- 
field, Mass. , 


= 73 


Asserts Copy Missed 
“Timeliness” Boat 


To the Editor: Upon an exami- 
nation of the Dec. 30 issue of The 


20 sales promotional opportunities 
were lost by as many national ad- 
vertisers through 
tion the changing year. 

Advertisers should 


Saturday Evening Post I find that 


neglect to men- | 


never fail to | 


January 1, 1940 


WE PREFER IT, TOO 


2 

It’s BETTER 
TO BE beside THE 
SEA THAN on IT! 


You'll find peace here at the ‘Shore 

. with a Yuletide of gaiety that 
revolves around the RITZ! Board- 
walk sun decks, sea water baths, 
beach riding, golf, roller chairing. 
Twe traditional RITZ parties—New 

. Year's Eve — in the Trellis Room 
and the Merry-Go-Round Grill. 


SAS 
Special Weekly American Plan 
(between Dec. 19 and Jan. 5) 
$45.50 Single — Double, $40 per 
person. Daily, $8 Single —Doubie, 

$7 per person. 
Daily Evropean Plan 
From $4.50 Single — $7 Double 


Sav 


Daily Dancing with WANDA and 
Her MUSICAL ESCORTS Orchestra 
inthe MERRY-GO-ROUND GRILL 


ATLANTIC CITY 


AMERICA'S SMARTEST 
RESORT HOTEL 
WILLIAM MALAMUT 
Managing Director 


This Atlantic City hotel almost plucked 

its advertising keynote from the news- 

paper headlines. This copy appeared 

almost simultaneously with the recent 

naval engagement off the South Amer- 
ican coast. 


consider psychological values and 
timeliness in presenting their goods 
or services for a reader's attention 
This is the time of year when minds 


are directed toward new experi- 
ences and new resolutions with a 
broader and more tolerant attitude 


than at any other time of the year 

For these lost opportunities the 
advertising agencies must bear thei) 
share of the responsibility V ith 
the writers of radio copy featuring 
the changing practically 
every program, it is hardly concciv- 
able that the imaginary minds at 
work for the printed page 
have lost such opportunities 

In all fairness it should be mein- 
tioned that if the reader looks long 
enough he can find timeliness in 
the advertisements of the United 
Air Lines and Bromo-Seltzer. Ot 
course, the reason for each insertion 
was different and not particularly 
obvious to the casual still 
the reference was present. As foi 
Bromo-Seltzer, it might well adver 
tise an additional use “to advertisin 
agencies which miss the boat.” 

H. PALMER LIPPINCOTT, 
Philadelphia. 


year on 


could 


reader, 
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EVERYTHING O. K. 


. ene =a 


(right), Chrysler 


Charles L. Jacobson 


to labor trouble. 


Philip Morris 
Renews ‘Johnny 
for Another Year 


New York, Dec. 28.—-Philip Mor- 
ris & Co. has renewed “Johnny 
Presents” for an additional 52 
weeks, effective Jan. 30. The va- 
riety show is aired over 76 stations 
of the Red network of the National 


Broadcasting Company on Tuesday | 


from 8 to 8.30 p. m. 
is the agency. 


Biow Company 


Carnation Adds a Show 


Carnation Milk Company, sponsoi 
for the past eight years of a single 
network program, the “Contented 
Hour,” on NBC, will embark on a 
second network radio venture on 
Jan. 3. 
heard in songs and talks on Monday, 
Wednesday and Friday from 9 to 
9:15 a. m. on nine stations of the 
Mutual Broadcasting System. EFr- 
win, Wasey & Co. directs the ac- 
count. 


Sexes to Battle on for Molle 


Cummer Products Company has 
enewed “Battle of the Sexes” foi 
Molle shaving cream, effective Jan 
30. The program is heard on 53 
tations of the NBC Red network 
on Tuesday from 9 to 9:30 p. m 
Stack-Goble Advertising Agency is 
n charge. 

Cities Service Continues 

Cities Service Company has also 
renewed its “Cities Service Con- 
cert,” effective Feb. 2. The musical 
program is broadcast on 55 stations 
f the NBC Red network on Thurs- 
lay from 8 to 9 p. m Lord & 
Thomas is the agency 


Warner Switch Networks 


William R. Warner & Co. will 

insfer its “Youth vs. Age” series 

m the NBC Blue network of 105 

tions, on which it is now aired, 

a Red network of 32 stations or 
27. Warwick & Legler direct 
account 


Takes Wednesday Night Spot 


e Wednesday night time 

i by the Chesterfield program 

be occupied, beginning Jan. 3, 
Manufacturing 

Christian.” which 

10 to 10:30 
McCann- 


Chesebrough 
Company's “D1 

been heard from 
Pp. m., on 61 stations 
Erickson is the agency 


Thomas Continues for Sun Oil 


Continuing a relationship which 
las endured since 1932, Sun Oil 
Company has renewed the Lowell 
Thomas news broadcasts, effective 


When work was resumed, Chrysler had 35 more deslers than 
when the suspension set in. 


Arthur Godfrey will be | 


IN CHRYSLERLAND I Strotz Appointed 


NBC Vice-President 
aay in Central Division 


New York, Dec. 26 Election of 


\ Sidney N. Strotz as vice-president 
; ; <. in charge of the National Broad- 
mit. casting Company's Central division, 


with headquarters in Chicago, was 
announced following a_ directors’ 
meeting here last week-end. M1 
Strotz has served as 1 
| division since last January, when 
he succeeded Niles Trammell, who 


ranager of the 


was transferred to New York as 
executive vice-president 
Mr. Strotz, who is a native o 


Chicago, attended St. John’s Mili- 
tary Academy and Cornell Unive 

sity, his education being nter- 
rupted by the United States’ entry 
into the war. He served in the tank 
corps and upon leaving the service 
entered the automotive supply field, 


later becoming vice-president of the 
Wrap-Rite Corporation 


Brought Sonja Here 


In 1928, Mr. Strotz organized the 
Chicago Stadium Corporation, be- 
coming secretary-treasurer of the 
company, which built and operatec 
the country’s largest indoor arena 
He was elevated to the presidenc: 


vice-president and general manager, 
shows President David A. Wallace that the division's dealer setup is in a 
healthy condition despite the recent suspension of production activities due 


Jan. 29. The commentator is heard 
daily from 6:45 to 7 p. m. over 21 
stations of a split Red and Blue 
network of NBC. Roche, Williams 

Cunnynghem is the 


agency 
Welch Renews Irene Rich 


Welch Grape Juice Company has 
contracted to continue to present 
Irene Rich for an additional 32 
weeks on Sunday from 9:30 to 9:45 

m., over 24 stations of the NBC 
Blue network with a repeat broad- 
cast over 27 of the Red network 
H. W. Kastor & Sons Advertising 
Company handles the account. 


Sign Western Soap Shows 


Los Angeles Soap Company has 
renewed its two programs as of 
Jan. 1 “Dealer in Dreams” will 
continue to be heard daily from 
9:15 to 5:30 p. m. for White King 
|}soap, and “Spelling Beeliner,” for 
Sierra Pine Soap, will continue on 
Sunday from 2 to 2:30 p.m. Both 
|} programs are heard on 7 CBS Pa 
| cific coast stations and are directed 
|by Raymond P. Morgan Compan) 


SOME OF RUSS HILL'S 
GOLDEN MESSAGES 


| TODAY'S JOB 


Worcester Salt in TOO BUSY 
Ambitious Campaign “LIMB 
Worcester Salt Company has out- 
lined plans for vigorous advertising INNEDENNENC 
during the first half of 1940 through INDEPENDENC! 
Sherman K. Ellis & Co., New York : 
Small space will be used weekly in ines 
120 newspapers in 105 cities, largely aentais 
ilong the Eastern seaboard Cops RESULTS 
will be of the reminder type with a si halal el Sidi cs ee 
brief selling message PEOPLE WH sinledatalh 
Good Housekeeping. Parents’ THE POWER INSIDI 
Magazine and Woman's Day com- we as 
prise the magazine schedule. About RED PANT: 
20 business papers complete the HOW GOOD ARE YOU? 
media list 


BBDO Gets Silex: | piliripeinticescy 
Adds Cereal Copy tel dpe 


Silex Company, Hartford, Com ESS TEST: 
has appointed Batten, Barton, Du KEEP DIGGING 
stine & Osborn, New York, to han + se . 
dle promotion of its coffee makers a 
| Richard Coblens will be account ex- THE NEXT DAY 
ecutive riuy 

The agency's Minneapolis office egts 
has been named to direct Cream of LURE 
Wheat Corporation medical adver- 


tising. This supplements the con- 
sumer and trade portions of the ac- LEADER OR 
count which have been handled by 
BBDO since 1938 
and here are some of the 


famous people these golden 
messages are built around 


Lee in Housing 
James R. Lee has beer 

director of information 

the Memphis Housing 


appointed 
service fo 


Authority General Pershing The Vanderbilts 


For six vears he hi: been account Jim Londos George M. Cohan 
;executive and publicity director fo Haze! Hurst Garibaldi 
Lake - Spiro - Cohn, Ince Memphis Napoleon Orville Wright 
agency Conen Doyle Henry Ford 


Melvin Traylor Bobbie Jones 
Benjamin Franklin Sir Francis Drake 
Calvin Coolidge Michelangelo 


100 Pages—Large Easy to 
Read Type. 6x3 _ Inches. 
Bound in Gold Cloth. 


Catholic Papers in ABC 


Catholic Quality Weeklies, Cleve- 
land and Toledo, have becom: 
members of the Audit Bureau of 
Circulations. Catholic Press Union 
Inc., Cleveland, is the publisher 


NBC VICE-PRESIDENT 


Sidney N. Strotz, who has been named 


vice-president in charge of National 
Broadcasting Company's Central division 
with headquarters in Chicago 


in 1930, his flair for showmanship 
of has named Grant & Wadsworth & 


resulting in the 
Sonja Henie 


Importation 


rapid promotions 


He entered the radio 
field with NBC in 1983 and won 


Marketers Name Seubert 


Nelson H. Seubert of Media Rec- 
ords has been elected president of 
i\the New York chapter of American 
| Marketing Association. Rene Pepin, 
Household Magazine, has _ been 
jnamed vice-president; with Law 
rence B. Whit, re-elected secretary; 
land H. M. Beville, Jr.. National 
Broadcasting Company, treasure) 


Wins $100 Prize 


Robert R. Reid, advertising man 
ager, Palladium-Item, Richmond, 
Ind., has been awarded the $100 
first prize given by the Meyer Both 
Company, Chicago, for the best 
Christmas supplement built around 
the theme, “Donald's Gift Parade.” 
The winning section contained ove 
26,100 lines of advertising 


Snow for Chairs 

Cory Snow, Inc., Boston, has been 
appointed agency for Nichols & 
Stone Company, chair manufacture: 
|of Gardner, Mass Newspaper 
| business papers, direct mail and dé 
|} partment store display advertisi 
| will be used 


To Grant & Wadsworth 


Plastex 


Industries, New York 

Casmir, New York, to direct pro 

motion of its rubber mold Ke 

Recordings Company, New York, 
ilso appointed the agenes 


For Salesmen Who Are “Coasting”... 


An Inspiring, 
Helpful Book 


Mr. Salesman! 
your 


Are you on 
fighting for every 
order, convinced that you can- 
not fail? Or have you lost that 
vital spark of enthusiasm, pep 
and inspiration that makes the 
difference between real selling 
ability and mediocrity? 


toes, 


If you are not getting every 
order you should, let Colonel T. 
Russ Hill, one of America’s 
greatest salesmen, help you. 
He can renew your faith in 
yourself, and give you new con- 
fidence and self-assurance, with 
his Gold Book for salesmen . . 
“PRESS ON.” 


Colonel Hill has climbed 
every rung of the sales ladder 

-from cub salesman to branch 
manager, from branch manager 
to division manager, from divi- 
sion manager to general man- 
ager. And now he is president 
of Rexair, Inc., Detroit. 


Out of such a rich experi- 
ence it is only natural that a 
man like Colonel Hill should de- 
velop a golden _ philosophy. 
That philosophy can best be 
summed up in two words: 
“Press On.” He believes that 


most of us spend too much time 
worrying about things that 
never happen; too much time 
feeling sorry for ourselves; too 
much time getting ready to do 
the things we should have done 
yesterday. He believes, and 
he has proved it time after 
time, that the battle of life is 
half won when we make up our 
minds what we want to do and 
then press on and do it! It is 
a philosophy of ACTION! 


Colonel Hill's Monday Mes- 
sages are eagerly read by 
every Rexair salesman. Now 
for the first time. the best of 
these messages which show his 
philosophy of sales success in 
action are available to all sales- 
men through this new book— 
the Gold Book of Selling. Beau- 
tifully bound in gold and at- 
tractively designed, this book 
contains the famous. essay. 
Press On! and 75 other sales 
messages. 


Get this inspirational book 
for yourself and for your sales 
staff. Get a new outlook on 
life. Renew your pep and en- 
thusiasm. Send back the cou- 
pon now. 


| ' 
° . | 
| ADVERTISING AGE, 100 E. Ohio St., Chicago ! 
| | 
| Send me postpaid copies of PRESS ON, Colonel T. Russ ' 
Hill's fighting book for salesmen. I enclose $ in full pay- 
; ment. (Single copies $1.50; in lots of 12, $1.30 eoch). | 
| 
| j 
| Name ; 
; Address ; 
7 
City & State 
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Media Donate 
Facilities for 
Army Recruiting 


Adapt Plan of 1917 to 


Sell Young Men _ on 
Military Service 
New York, Dec. 28.—With repre- 
entatives of virtually every adver- 


tising medium contributing facilities 
without charge, the Recruiting Pub- 
licity Bureau, United States Army, 
Governor's Island, expects little 
difficulty in increasing the strength 
of the regular military establish- 
ment to its authorized peak of 227,- 
000 by Feb 

Planning, writing and production 


on 


99 


of four pieces of publication copy 
were handled as a volunteer service | 
by William H. Rankin Company 
New York agency, in cooperation | 
with the Recruiting Publicity Bur- 
eau, headed by Major Thomas B 
Woodburn. Copy was written by | 


Robert H. Rankin and layouts made 
Walter R. Peters, while produc- 
tion and typesetting were entrusted 
to the Army’s 
on Governor's Island 


by 
own complete plant 


More than 30 general magazines, 
farm and business papers and news- 


pupers have pledged themselves to 
carry part or all of the advertising 
without cost to the government, 
while radio stations and transpoi 
tation advertising organizations 
have been equally generous 


Officer Also Artist 


Major Woodburn contributed the | 


art work for the key advertisement 
of the series, “Service with the 
Colors,” featuring Miss Columbia 
holding aloft the symbol of liberty, 


while seven soldiers wearing the 
various types of uniforms in-use 
from 1776 to 1940 present a solid 
rank to possible aggression. Major 
Woodburn also painted the indis- 
pensable posters now being dis- 


played in all recruiting © offices 
throughout the country, as well as 
producing a series of street car, bus 
and railroad cards to appear in 20,- 
000 vehicles, as a result of the inter- 
est of E. C. Faber, president of the 


Street Railways Advertising Com- | 
pany and the Barron G. Collie: 
Company The chief of the Re- 


cruiting Publicity Bureau also dis- 
played his versatility by providing 
the art for a 24-sheet like- 
wise to be given extensive showings 
through the generosity of Col 


poster 


Ker- 


win H. Fulton, president of Outdoor 
Advertising, Inc 

Spot radio is being used by a 
large number of stations through 


recordings also prepared by the Re 
cruiting Publicity Bureau 

Major General EF. S. Adams, Ad- 
jutant General of the War Depart 
ment in Washington, has designated 


Feb. 12-22 as “National Defense 
Ten Days,” when both advertising 


NEW ORLEANS. 


90,000 


WATTS 


“e llins 


South's 


lhe 


m= the 


createst 


POWER 


greatest) ciuly 


A COLUMBIA 
AFFILIATE 


National Representatit e; 


The Kutz Agency, Inc. 


liciting Red Cross memberships 
Each Chicago newspaper ran seven 
pages of this advertising, which 
vielded 406,000 members and $600,- 
1000 in casi 


NATION'S PROTECTOR FOR 164 YEARS 
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Enlisted Men ot we tnaiwcers Signal COrps sottirs bam to 
~~ become competent surveyere be cade epereters and repeieinen 


NATIONAL DEFENSE WEEK-—FEBRUARY 12-22 


With art work by Major T. B. Woodburn, head of the Recruiting Publicity 
Bureau, the army launches a drive featuring seven symbols of army service 


from 1776 to 1940. 
and recruiting will reach their ze- . 
nith With the country observing Food Copy Fails 


the birthday its two 


Lincoln 


anniversary of 


gvcatest patriots, Abraham 


and George Washington, it is 
lieved that the promotion will 


particularly successful during that | 
period, Latest reports indicate that 
the present enlisted strength of the 


Army is 210,000, leaving only 17,- 
000 recruits to be added 
Show Pleasant Career 
Though Major Woodburn struck 


a patriotic note in his conception of 
Columbia, most of the advertising 
copy appeals to the self-interest of 
eligible young men, emphasizing 
both the opportunity to travel wide- 
ly and to become well paid special- 
ists in branch of the service 
This description of army life 
some basis in fact, since pay ranges 
from a minimum of $21 to $157.50 
for non-commissioned officers in the 
top brackets, with an additional 10 
per cent foreign 
The method now being 
the Recruiting Publicity 
the “Chicago 
Sponsored Advertising,” in 


some 


has 


for service 

followed 
Bureau 
Plan of 


remem- 


by 


Is KNOWN as 


bran of its inception in April, 
1917, when President Wilson asked 
James Simpson, president of Marsh- 


all Field & Co 
150,000 
Cross 


Rankin 


Chicago, to produce 
members for the Red 
appointed M1 
and the 
ertisers 
full 


so- 


new 
Mi 

general chairman, 
man induced 
or industries to 


page of me 


Simpson 


35 ad\y 
foi 
advertising 


agency 
pay one 


wspape! 


This plan wa 
extended by the 


idopted and widely 
Volunteer National 


to Give Basis 


»- for Price Study 


Schenectady, N. Y., Dec. 27.— 
Only in can newspaper 
advertising be found to give a price 
comparison between independent 
and chain food stores, according to 


rare Cases 


| 
| 
| 


} “life in 


Promotion 
Review 


The 


American 
departs from 
tional lines 


Legion Magazine 

conventional promo- 
with a booklet called 
“Keeping America American,” in 
which articles and editorials from 
its pages are reprinted. 


And similarly, the Cleveland 
Plain Dealer brings out Vol. 1 No. 1 | 
of a new pocket-size house organ, 
“PD,” which it is sending to ad- 
vertisers and prospects, and which | 
we feel deserves unusual praise, be- | 
cause the direct advertising is limi- | 
ted to a page or two on the cover, 
and the contents consists of “a di- 
gest of typical articles and stories 
| from the Plain Dealer of the past 
| month.” 

The material is presented in mag- 
azine form, interestingly and enter- 
tainingly, and should do a job of 
creating a real editorial background 
among advertisers. 


The American Home spread its 
Christmas cheer via a radiogram to 
advertisers pointing out that busi- 
ness is good in the home-maker’s 
market, and that the publication's 


subscription and newsstand sales, 


as as 


well advertising linage, 
hitting new highs. 


are 


Two sets of lithographers’ yea 


end promotion came in together 
last week. One was the 1940 Ket- 
terlinus calendar, another in the 
series of old sporting prints which 
this company has distributed for a 
number of years The other was a 
portfolio of half a dozen prints of 


America” 
Einson-Freeman 


reproduced by 
Company Both 
will find permanent places in many 


homes and offices, we feel sure 
“How Christmas came to M) 
Whittle” is the title put on an at- 


tractive little picture book issued 
by WOR. Mr. Whittle, it seems, was 
as bad as Scrooge until he was told 
that WOR programs are listed daily 


in 135 papers in 12 states, where- 
upon he became the life of the 
party 


A holiday telegram in rhyme is 
the latest promotional device of 
that insidious Polly WING of Day- 


a paper prepared by Hector Lazo, | 
Cooperative Food Distributors, 
Washington, D. C., for a debate | 


over Station WGY with John A. 
Logan, president, National Associa- 


tion of Food 
The death of 
the grocery 
ing the 
Stores a 
his 


Chains, Washington 
Mrs. Lazo prevented 
executive from attend- 
discussion of “Are Chain 
Benetit or a Menace?” and 
was read. 


Checked 47 Papers 


The Cooperative Food Distribu- 
tors, it was related, checked 47 
metropolitan papers for one recent 
week, and only eight 
cases in which price comparisons 
could drawn. In any one 
the number was never greate1 
three, and 


address 


discovered 
be ci‘ y, 
th in 
advertis?- 


most of these 


ments were of soaps. The inference 
drawn was that lower chain prices 
are largely a myth, carefully culti- 


vated by the 
zations 
Mr 


prices 


multiple unit organi- 


contended that lower 
reality, and that on 
this foundation the chains are will- 
ing to let their rest. The low 
prices, he argued, are the result of 
short-cuts made _ in_ distribution 


Logan 


are a 


case 


Advertising Board of the then As- 
ociated Advertising Clubs of the} 
World According to “How We Ad- 
vertised America,” by George Creel, 
the U. S. War Shows, one of many 
projects advertised through this 
strategy. turned $1,500,000 over to 
the United States Treasury as net 
profit 

oe 


ton, whose too familiar notes we've 


told you about in previous weeks 

With a change from letterpress to 
monotone and gravure foi 
Ohio Farmer, Michigan Farmer and 
Pennsylvania Farmer, publishe 
Capper - Harman - Slocum mailed a 
three promotional 
to prospects, 
brochure measuring 12 by 18 
inches The first contained fow 
pages, explained the and 
carried tipped in reproductions of 

photograph reproduced by letter- 
and by the new) gravure 
The second contained 16 
pages and told the story completely 
showing contrasting reproductions 
of advertisements, examples of 
four-color roto printing, The 
third was only eight but 11 
included, in a pocket on page 3, 
representative issue of the 
three publications produced in 
gravure 


coloi 


series of pieces 


them a 


each of 


changes, 


press 


process. 


etc 


pages, 


one ot 


| pointed 


A simple, but somehow unusually 


|} attractive piece is a four-page two 
lcolor folder received from the 
| Herald and Leader, Lexington, Ky.. 
iwhich tells salient facts about the 


Pluegrass 


which benefit the entire consuming! ©™ of the most effective die-cut 
public. The public welfare should | C°Ve’s We ve seen In many a moon 
be the only standard considered in |! that on a brochure recently issued 
ippraising any distribution system, | D3 This Weel The cover printed 
he said brown on cream in reverse, says 
: but the greatest of these ts 

Fiction, and the word fiction 
Mutual Adds WATL tands out across a square ut mn 
Station WATL, Atlanta, will be-| the cove Inside are huge picture 

come the 125th affiliate of the Mu-/and brief notes anent fiction sta 
tual Broadcasting System Jan. 21.| currently writing for This Week 

= plus a copy of the magazine 
Johnson Appointed 

Kenneth R. Johnson has been ap-|, Were Just getting around to the 
pointed promotion manager of the brochure issued by the Saturday 


| Boston Transcript. 


Evening Post detailing its editorial 


coverage of the war by means of re- 
productions of Post newspaper ad- 
vertisements which featured arti- 
cles accurately forecasting what 
was to come. And then there’s th: 
old-fashioned tintype frame _ fron 
the Post which contains, not the ex 
pected photo, but a clipping fron 
the Detroit Free Press telling wha: 
a swell publication the Post is 


An attractive folder is “Three B 
that make 


business buzz-z!" just 
issued by KLZ, Denver. It detai| 
the profit-making experience of 


local advertiser using the “Thre: 
B's” program over the station. 


Minnesota Valley 
to Increase Use 
of Color Copy 


Le Sueur, Minn., Dec. 26.—Coin- 
cident with its tenth anniversary o{ 
color copy in national magazine 
the Minnesota Valley Canning Com 
pany today disclosed plans for the 
largest six-month drive in its his 
tory. 

Starting in January and running 
regularly throughout the first. sis 
months of the year, 15 color inse) 
tions are scheduled for a list whic! 
includes Good Housekeeping 
Ladies’ Home Journal, This Wee! 
and Woman's Home Companion 
Also on the schedule are the Chi- 
cago Tribune, New York Sunda: 
News and the Philadelphia Inquirer 

Featured products include Gree: 
Giant peas, Niblets, and Del Mai 
stvle corn Store promotio) 
material is being offered free to re 
tailers seeking to tie in with the 
campaign Leo Burnett Company 
Chicago, is the agency. 


cream 


Hartlieb Promoted 


J. F. Hartlieb, since 1936 execu 
tive vice-president of Continenta 
Can Company, New York, has beer 
elected president, succeeding O. C 
Huffman, who has resigned to be 
come chairman of the executiv: 


| committee of the board of directo: 


C. C. Conway has resigned as chair- 
man of the committee but continues 
as chairman of the board 


MacGlashan Joins 
McDougall & Weiss 


L. C. MacGlashan has been ap 
pointed vice-president and cop. 
director of McDougall & Weiss, Chi 
cago 

He was formerly 
K. Ellis & Co., 


with Shermatr 


Chicago 


New Howes Publication 


Howes Publishing Company wi 
begin publication of Fraternit 
House Management with a Februar 
issue. The paper will be publishe 
ten times annually on a controlle 
circulation basis. Headquarters ai 


at 440 Fourth avenue, New York 
Swink for Toncan 

Howard Swink Ad.‘ rtisin 
Agency, Marion, ©., has been ay 


advertising counsel fe 
Toncan Culvert Manufacturers A 
sociation of Republic Steel Corpo: 


tion, Cleveland 


NOW(YOU 


HOSPITALITY 
in WASHINGTON 


— Sf ») 


OTEL 


RALEIGH 
PENNSYLVANIA Ave.at igthSt.NW 
2 WASHINGTON, D. Cc. 
C. C. Schiffeler, General Manager 
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tal MARKETING, December 9 


Innocent Looking, 


PACKED WITH DYNAMITE! 


“QO. K. As the 


department of advertising copy criticism and analysis 


far and best 


Is 


Inserted” away 
ever published in any publication! 
That's a kK. As In- 
serted™ calls for strong statements. Here is a depart- 
month in INDUSTRIAL 
MARKETING, in which at least 50 (usually a hun- 


dred or more) advertisements get a going-over that 


strong statement—-but “©. 


ment, appearing every 


is really a going-over. 


No soft soap here—-no genteel pat on the back or 


slap on the wrist—-but strong. outspoken, hard-hitting 
criticism of advertising that makes some color with 
rage and others swell with pride, and invariably does 
a constructive, analytical, brass-tacks job that hun- 
dreds of advertisers have endorsed as the greatest 


feature of its kind ever produced, 


“O. K. As Inserted” is run by a couple of fellow 
who know what they're talking about and have no 
objection to saying what they mean, right out loud. 
Che only protection they ask is anonymity —the sav- 
ing feature that enables them to say whatever they 
feel like saving without the slightest semblance of 


lear or favor. 


And how those fellows can dish it out. Spend a 
couple of seconds glancing over this portion of thei: 


recent comment on alleged humor in advertising: 


General Chemical Company uses Garrett 
Price drawings to illustrate the horrible mis- 
haps (like a batch of chemicals turning out to 
be Mulligatawny soup) that won't occur around 
vour plant if you take the advice of General 


Not 


there’s no evidence that the General Chemical 


Chemical engineers. at all funny. and 


engineers will do any better for you than Mrs. 


O'Toole who does your laundry. 


where 


Vany times repeated (hence probably 
cessful) Rube Goldberg 


“How to increase your truck tire mileage.” This 


sue: 
is the “invention: : 
is genuinely funny, and while the drawing 
hasn't anything to do with Goodrich Tires, it’s 
a capable eye-catcher for the strong headline. 
“dnd Here's the HW oay Vake 


Vires Run Cool, Last Longer.” 


New Goodrich to 


kx-Cell-O Corporation gives speech to two 
locomotives. “What's the trouble this time?” 
inswers the worse-for-wear one, “Gotta have a 
lot of home-made pins and bushings replaced 
again.” “Better get Ex-Cell-O. brother!” 


no why. 


fgain: 


International Nickel has a cannibal pointing 


to a jungle igloo: “Kven at the Equator 


cotls made of NICKEL would do a swell job of 
FREEZING 


This is not too tough, because 
its in there giving some impression of the extra- 
goodness of the product, but when G. H. Pack- 
wood Company uses strip technique to illustrate 
“You can use vour tie for a pen-wiper: you can 
use your shirt-tail for a towel: you can use your 


thumb for transportation; you can use your 


brother's tennis racquets for snowshoes; but 


there ain't no substitute for Good Old Pax!”- 
well have to confess we're a little weary of 
belly-laughs. It would be a relief to listen to a 


Fuller Brush man. 


Timken Detroit Axle Company a haby 


up- 


ending in his bathinette- ~The rear of the year 


Timken 2-Speed Axle” ind they say radio 


’ 
comedy is corny. 


No pussy-footing here, and 


kK. As 


Spending 15 o1 


mew samce OusTsror irr 


pussv-looting any- 


HY 


ec: Kenneth W 


Copywrite 
Akers trisewold-Eshleman 
‘ompany, & levelend agency 
mead 

One of beggert gropes 


INDUSTRIAL MARKETING December, 1939 


minutes a month reading their discussions of the 


foibles and = problems of producing above-average 
copy is like taking a cold dip, from which you 
emerge tingling, with every perception sharpened, 


and a new urge to battle the language to a standstill, 


If you have any interest at all in copy if you get 
a kick out of reading stuff thats sprightly and out- 
spoken and interesting and intelligent — if you don't 
think you know everything there is to know about 
turning out a printed masterpiece don't miss “O. K. 


As Inserted” another minute. 


Shoot along the coupon with a couple of dollars in 
folding money, stamps or any other kind of nego- 
tiable security. and well send the first installment of 
real copy-criticiem on its way to you just as soon as 
of INDUSTRIAL 


the January issue 


MARKETING off the press. 


we can tear 


“O. K. Ae 
Inserted” isn't the only thing vou ll like about UN- 


DESTRIAL MARKETING. If 


paper giving you more ideas and information on how 


And just to keep the record straight: 


you don't find the 


to sell to business and industry than anything you've 


ever run aeross, well do our best 


to eat your hat. 


So fill out the coupon, 


ee ee ar re nr ed ee ee ae a 
INDUSTRIAL MARKETING. 
1 100 EF. Ohio St., Chicago. l 
i :; 

\ Put me down for a years subscription, begin- 
1 ning with the January issue. Im enclosing $2 in 1 
full payment. 
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Asserts Consumer 
Groups Seek Only 
‘Money's Worth’ 


Co-op Spokesman De- 
rides Charges of Sub- 


versive Activity 


New York, Dec. 28.—The “con-| 
sumer movement” may be Red to! 
Stanley High, J. B. Matthews, the | 
U. S. Chamber of Commerce and | 
issorted advertising interests, but | 
to consumers it’s just an effort to | 


get more information about goods 
ind to spend their money more} 

. { 
wisely. 


That is the assertion of George | 
Tichenor, editor of The Cooperator, | 
organ of the Eastern Cooperative | 
League, in a vigorous article appear- 
ing in the January Forum, designed 
aS an answer to Mr. High's expres- 
sions, voiced in an earlier issue of 
the Forum and reprinted in Read- 
er’s Digest. 
“The war is Mr. 


on,” Tichenor 


declares, the avowed objective being | 


to exterminate or discredit the “con- 
sumer movement.” “The attacking 
strategy,” he says, “is simple: any 
group which seeks factual informa- 
tion about consumer problems or 
challenges the divine rightness of 
any operations of the economic sys- 
tem is to be labeled Red. And 
wouldn’t it be nice if a ‘consumer 
network’ could be ‘discovered,’ led 
by sinister secret agents? 


“And who is behind this crusade? | 


None other than our old 
Paternalistic Business, who, having 
assumed the role of shepherd of the 
Lord’s sheep, feels entitled to a free 
hand at the fleecing—he and his 
mouthpieces in the advertising 
trade.” 


Housewives Not Red 


Most consumers have no con- 


sciousness of belonging to a move-| 


ment, Mr. Tichenor declares. “It 
is not Red-led. It is moved chiefly 
by millions of housewives who are 
beginning to look to various agen- 
cies for the information they need 
to find their way about in an eco- 
nomic system increasingly complex 
and bewildering.” 

The three largest groups in the 
consumer movement, Mr. Tichenor 
says, are the General Federation of 
Women’s Clubs, the American Asso- 
ciation of University Women and 
the National League of Women 
Voters, with a total membership of 
2,400,000, and—*“such groups offer 
small encouragement to 
ambitious Red.” 

As for Stanley High’s assertion 


| 
| 
| “Mr. 
| 


friend | 


WANTED: A SYSTEM 


The Christmas greeting of Ralph E. Con- 
der, advertising manager, Boston Woven 
Hose & Rubber Company, consisted of 
this view of himself reading a form sheet 
with the starting gate of Suffolk Downs 
above. His sentiment is expressed in 
the hand-written line beneath the picture. 


nal, in refutation. 

High uses statistics as a 
drunk uses a lampost—for support 
instead of illumination,” Mr. Tich- 
ener opines. “No instance is too 
isolated to serve as a glaring ex- 
j}ample of the case he makes. There 


jare sO many outraged consumers 


| straining to get at Mr. High that it | 
| would be a shame to not let one of | 
them have a morsel.” | 
Whereupon he _ unleashes’ Mr. | 
| Reich, who reports that the Con- 
sumers’ Counsel of the AAA has 
'discovered 420 high schools with a 
| consumer-education and 
| further: 

“There is not one state in which | 


course, 


99 
“ae 


In 
recommended. 


pulsory. 
are 


states, coursés in consumer cooper- | 
ation are required in some public 
schools, 
school population in excess of 1,000,- 


a consumer education course is com- | 
states, such courses | 
In one or two 


| 
In New York City, with its | 


000, there is no course called ‘Con- ‘| 


sumer Education.’ And in Chicago? 
And in Philadelphia? 
given us no figures. Why?” 

“Mr. Reich,” continues the author, 
“estimates that less than one hun- 
dred thousand high school students 
are exposed to a study of their chief 
function in economic life. There are 
only 97 colleges in the United States 
| where consumer courses are given, 
and these are small, chiefly junior 
| colleges. Most of our schools 
|haven’t gotten around to vocational 
leducation, let alone consumer edu- 
cation, according to Mr. Reich.” 


Says Cooperatives Gain 


; 
{ 
' 


}cussion of cooperatives, Mr. Tich- 
enor asserts that the outbreak of 


Mr. High has | 


| 
| 


! 


| Turning from the consumer move- | 
the most} ment in general to a particular dis- | 


| 


that by 1938 courses in consumer | war in Europe signalled the release | 


education were compulsory in two- 
thirds of the nation’s high schools, 
and that nearly 300,000 college stu- 
dents now give some curricular 
attention to consumer problems, Mr. 
Tichenor quotes Edward Reich, 


editor of Consumer Education Jour- | 
! 


OMAHA 


sony 
ay 
ae. 


Figures are for November, 1939, 
compared with November, 1938. 


THE OMAHA 
WORLD-HERALD 


National Adv. Repr 
O'MARA & ORMSBEE. 


The Omaha Wor!d-Herald Owre nd 
Operates hO'WHd—NAC Network 


Inc 


= “especially venomous” attacks on 
cooperatives over here. Despite 
| : 

jthese attacks, cooperatives are 


indeed. 
|swer, as he sees it: 

“Cooperatives are meeting these 
attacks by intensively minding their 
own business. Wherever coopera- 
tion is taught in the schools, they 
prefer to have it taught along with 
the classical economics—as a_ pic- 
ture gains perspective by a darker 


seems rosy 


schools are maintained by all the 


learn that there is no longer any 


a cooperative, buyers 
are the same persons. And for the 
same there is no 
for cheating or serving inferior mer- 


| chandise 


and sellers 


reason 


“Other businesses are doing well | 


to show small gains; cooperative 
stores are growing faster than the 


movement can supply trained man- | 
Consumer Distribution Cor- | 
organizations, | 
for | 
5, limited | 


agers 
other 
training 

beginning Feb 
students who give 


poration, with 
jwill direct a 
managers, 
to 


course 


of 


promise 


being able to fill existing vacancies.| ADVERTISING Acer, dealt with Henry Ford, circa 1903 
Classroom work ‘n New York will 
with 


be ‘alternated 
elected stor: 


‘internship’ in 


| 


| 
| 


thriving mightily, and their future | 
Here's the an- | 


side. But there is such a difference 
in the attitude of cooperators to- 
ward business life that special | 


} 
' 
' 


large wholesalers, where managers | 


war across the counter because, in| 


incentive | 


Getting Personal 
Hunter Bell, adv. dept., Coca-Cola Co., sent out a picture of a 
jolly Santa, taking his ease in a comfortable chair, with a bottle of 


coke in his hand. The message: “And the same to you!” Herm 
Daych, a.m., Dun’s Review, expressed his season’s greetings in a 
tangible fashion by sending out - 
lithographed prints of old-time 


AT AGENCY PARTY 


American scenes. A series ol 


these prints have been apparing 
on the front cover of recent 
issues of the magazine. 

Ralph E. Conder, a.m., Bos- 
ton Woven Hose and Rubber 
Company, sent a picture of him- 
self, busy studying the form 


sheet at a racetrack. The caption: 
“And I hope you too believe in 
Santa Claus.’”’ Among those wish- 
ing a Merry Christmas with a 
generous supply of what fills the 
cup that cheers were Ed Clark 


of Marschalk & Pratt, Stewart ; ; 
French of Schenley Distillers McCann-Erickson's annual holiday re- 
Corp., and E. E. Guttenberg, union party in Cleveland drew a record 


attendance of 399. Three of the cele- 

brants are Royal Alderman, the agency's 

Cleveland manager; Vernon Pribble, 

manager of WTAM; and George Rein- 

brecht, coal traffic manager, Chesapeake 
& Ohio Railroad. 


ass’t. a.m., Calvert Distillers. . . 
Robert A. Schmid, s.p.m., 
Mutual Broadcasting System, 
sent a card that was a honey. 
It showed a dog making tracks 
in the snow from a hydrant to 
a Park avenue building. The 
message pointed out that the Schmids were so busy getting settled 
in their new home in the place pictured that the dog had to convey 
their greetings. . . 

Conger Reynolds, public relations director of Standard Oil of 
Indiana, remembered his friends with a pair of very ornamental 
Christmas candles. Ed Grossfeld, Baskin a.m., sent a card wishing 
“the very best throughout the 31,622,400 seconds in the New Year.” 
A footnote to the number of seconds said, “If you don’t believe me, 
figure it out yourself.” M. H. Karker, Jewel Tea president, sent a 
card bearing a Christmas story of Jean Valjean taken from “Les 
Miserables.” 

Other unusual Christmas cards included those sent by Harry Latz 
with the explanation that they had actually been mailed Oct. 16, 1938, 
for delivery last year by way of Iceland. International difficulties 
prevented their arrival until this year. . . 

Philip L. Thomson, director of public relations, Western Electric 
Co., made a Christmas Day party the occasion for announcing the 
engagement of daughter Dorothy. The prospective bridegroom is 
Robert Hayden, a General Foods Corp. employe in Maine. . . 

J. M. Easton, a.m., Northern Trust, Chicago, has lost his assistant, 
the former Ruth E. Procter. On Christmas Day, she married 
Harold A. Lyon, president of Lyon & Sturges, N. Y. public relations 


HELPS FOREIGN LASSIES ENJOY HOLIDAY 


Chester H. Lang, General Electric advertising manager, seems to have struck 
@ responsive note as far as these two Vassar girls are concerned. At the left 


is Nancy Hallinan of London; at the right, Christine Dourif of Paris. They 
were two of 60 foreign students who broadcast Christmas greetings to their 
homelands via the G-E short wave station in Schenectady, N. Y. 


counselor. Mrs. Lyon was formerly prexy of the Women’s Adver- 
tising Club of Chicago and a v.p. of Chicago Federated Advertising 
Club... 

A. M. Menkel, Jr., of the Conde Nast sales staff, is looking forward 
to his marriage to the daughter of a prominent upstate N, Y. Re- 
publican leader. . . Sherman K. Ellis, Jr., son of the agency executive 
with whom he is associated in business, is also a bridegroom-to-be. . . 

Among the socially elect audience at the “Gone With the Wind” 
premiere were Ralph Maultsby, Southern mgr., McGraw-Hill, and 
Tucker Wayne, of Tucker Wayne & Associates. . . 

The N. Y. Ad Club signed another member this week but he won't 
be around much until 1960. He’s Gordon B. Tuthill, a stork delivery 
to Gordon and Mrs. Tuthill, of Crucible Steel. Dr. Donald A. Laird, 
director of the Ayer Foundation for Consumer Analysis, celebrated 
Christmas by moving into a penthouse. Note to employes: It’s 
located on the Hotel Sylvania, commanding a good view of what's 
going on in the Ayer bldg 

Oscar G. Mayer, head of Oscar Mayer & Co., and D. M. Nelson, 
Sears, Roebuck, have been nominated for president and first vice- 
president, respectively, of the Chicago Commerce. 
Informed opinion says they'll be elected 

“Dad” Stanton, known far and wide as the “grand old of 
wdvertising,” celebrated his 91st Christmas and New Year's with his 
son, Donald Stanton of Birmingham, Mich. “Dad” was Western mgr. 
of Century for 40 years, during which period he encountered enough 
books. One of them, reported before in 
Mr. Ford, it 

He offered 


You guessed the answer 


Association of 


nal 


incidents for a dozen 
seemed, wanted to do a little advertising but lacked cash 
ome Ford stock as payment for the 

the publisher 


space 


aid no 


Important Fields 
Neglected by 
Market Research 


Little Diffusion of Effort, 
Engle Study Seems to 
Indicate 


Philadelphia, Dec. 28.—The drug 
field and marketers of equipment to 
industry have been slow to adopt 
market research as a business tool, 
Nathaniel H. Engle, assistant direc- 
tor, Bureau of Foreign and Domes- 
tic Commerce, and president of the 
American Marketing Association 
told that organization at a luncheon 
session today in an address on 
“Gaps in Marketing Research.” 

Basing his conclusions on an 
analysis of research projects listed 
in the Journal of Marketing and 
National Marketing Review for five 
years, Dr. Engle said that while ad- 
vertising is receiving plenty of 
attention, researchers are neglecting 
many allied fields, such as selling, 
buying, storage, standardization and 
grading, and market risk. 

“Among research projects on 
|channels of distribution,” he con- 
tinued, “little or no attention is 
being given to manufacturers’ dis- 
| tribution outlets, to direct distribu- 
| tion, or to the independent retailer. 
Relatively small emphasis is placed 
;}on research on wholesale distribu- 
tion channels. Consumer marketing 
studies are limited in the fields of 
the cost of living, consumer budgets, 
and the consumer movement gen- 
erally. 


Other Fertile Fields 


“Studies of the effect of legisla- 
tion on marketing by no means 
cover the field adequately. Special 
need is indicated for studies of the 
effect of fair trade and unfair trade 
| practice laws, including resale price 
/maintenance legislation, and to the 
effect of interstate trade barriers, 
represented by 1,000 statutes on the 
books of the warious states. And 
abundant room is indicated for sub- 
stantial research in the field of 
prices and pricing policies, and in 
distribution cost analysis.” 

Dr. Engle found 676 research proj- 
ects listed in the two magazines, 
with 348, or more than half, con- 
ducted by faculty members of uni- 
versities and 34 more by university 
bureaus of business research. Uni- 
versities cooperated with govern- 
ment agencies on 17 more. 

Government agencies ranked sec- 
ond with 203 projects, or about 30 
per cent of the total, while business, 
with 71, accounted for an additional 
11 per cent. Foundations had but 


three marketing research projects 
to their credit. 
Of the 676 research projects, 


studies of commodity marketing led 
the field with a total of 162, Dr. 
Engle said. Marketing of non-agri- 
cultural consumer goods accounted 
for 61 studies; industrial goods, 12; 
agricultural consumer items, 58; 
agricultural raw materials, 31. 
“The fact that only three studies 
appear in the drug field would seem 
to indicate under-cultivation,” said 


the government expert. “Certainly, 
these seem few when contrasted 
with 16 and 17 in groceries and 


automotive products, respectively, in 
view of the many problems which 
confront drug distributors. 
“Another apparent gap lies in in- 
dustrial marketing research in 
which only 12 studies were recorded, 
all by federal agencies. In view of 
the great and growing importance 
of industrial marketing, it would 
seem that here, too, is a fertile field 
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HEADS MARKETERS 


Donald R. G. Cowan, statistician for 
Swift & Co., is the new president of the 
American Marketing Association. 


State Barriers, 
Careless Research 
Engross Marketers 


(Continued from Page 1) 


against actual sales results,” he as- 
serted. “Until this is achieved, the 


can be completely defeated by state 
protectionism. He quoted the De-| 
partment of Agriculture as follows 
on legislative requirements: 

“Each state and each market in| 
that state should admit any health- | 
ful and honestly described product 
from any part of the country with- 
out any kind of discrimination on | 
account of the location of the pro- 
ducer or dealer. The various state 
governments and the federal gov- | 
ernment should cooperate in the de- | 
velopment of laws and regulations | 
that are as simple and as uniform 
as possible, in order that a ship- 
ment that is acceptable in one mar- 
ket will also be acceptable in any 
other.” 


Awake to Dangers 


Mr. Waugh gave a few instances 
of arbitrary trade barriers which 
have been erected between the 
states for no sound reason, and 
which have not only retarded the 
flow of commerce, but resulted in 
artificially high prices to the con- 
sumer. Happily, both federal and 
state officials favor a return to free 
competition. 

“So far, little progress has been 
made in removing these barriers,” 
said Mr. Waugh. “However, the 
1938-39 sessions of state legislatures 
set a good example by defeating 
between 50 and 60 bills designed to 
perpetuate the present situation. If 
public attention continues to be 
centered on the problem, it is pos- 
sible that many of the most un- 
desirable barriers will be torn down 
in 1940-41. 

“The most hopeful approach 


problem of copy testing has not 
been solved.” 

The American Marketing Associ- 
ation picked for its new president a | 
research expert from the Middle | 
West in the person of Donald R. G. | 
Cowan, chief  statistican, commer- | 
cial research department, Swift & | 
Co., Chicago. Credited with many | 
sound contributions to marketing | 
procedure, Mr. Cowan is also a pro- | 
lific writer. His best known work | 
is “Sales Analysis from the Man- | 
agement Standpoint,” a volume | 


| of federal and state officials to work 


seems to be through joint efforts 


out cooperative solutions to the 
problems. The goal is to develop 
a sound regulatory program which | 
will protect the public and at the 
same time permit efficient produc- 
tion and marketing.” 


Dollar Handbag 
Promotion Gets | 


published in 1938. Mr. cowan | LOO% Budget Boost 


succeeds Dr. Engle as head of the 
AMA. 


Other New Officers 


|its initial pioneering venture dur- | 


New York, Dec. 28.—Following | 


ing the past year in the national 


Marketers Learn mists ‘on eseh Vis. 


Spend Their Time 


of wholesalers’ salesmen has con-| 


HOW SALESMEN TRANSFORM MINUTES INTO DOLLARS 


COUNTRY SALESM 
o 0 2 3040 50 60 


I TT 


CITY SALESMEN 
10 20 30 40 ‘SO. 6 


ME winures DOLLAR 
At the American Marketing Association meeting in Philadelphia, H. C. Nolen, Ohio State University, offered this break- 


down of sales efforts in minutes and results in dollars for wholesale salesmen covering city and country territories. The 
study also revealed that only about 30 per cent of salesmen's time is spent in actual selling activity including order taking. 


| 


spent the surprising time of 75.2 | 


Where Time Goes 


The city salesman was idle 13.5 
per cent of his working day, com- 
pared with 14.7 per cent for his 
jrural colleague. The city chap spent 

17.5 per cent of his time in travel, 
| compared with 20.4 per cent for the 


° ‘country salesmen. The city man 
Ohio State Professor spent 10.7 per cent of his working 
Points Way to Improved | hours waiting for interviews, while 


the country salesman spent only 6.2 


Methods per cent in this way. The city 


How Salesmen 


PRINTING 


This Advertisement 


|salesman put 11.1 per cent of his is dedicated to the man who 


time into general conversation,| {,...). that 
| while 10.9 per cent was the average 
|for his country compatriot. Broken 


Philadelphia, Dec. 27.—An_ ex- 
haustive analysis of the operations 


there must be a 
better way...somewhere...t 
linterviews accounted for 6.8 and| handle the production require 


venene Res w Nolen, of Onio |4.8 per cent of the time of the city 
State University, that marketing | .nq country salesman, respectively. 


lends itself as well as machinery The city salesman spent 1.8 per 


ments of his advertising matter 
Faithorn 3-in-1 Service enables 


advertisers and advertising 
agencies to obtain the finest 
ad-setting, engraving and print 
ing —all under ONE roof. Why 
send cuts to ONE concern, type 


to studies designed to improve effi-| cent of his working day in making 
jciency. He presented this view to/| collections; the figure for the coun- 
the afternoon session of the Amer-/!try salesmen was 4.7 per cent. The | 
|ican Marketing Association here|city man devoted 1.7 per cent ad 
|today. Other speakers contributing | his time to adjustments, which re- 
, of new directors includes D , i? ae _|to the symposium on “Scientific| quired 2.3 per cent of the time of 
: M. Phelps, University of Michigan. be Guinan eae cre yg | Management in Marketing,” were | the country salesman. The city man 
Robert F. Elder, Lever Brothers | ciudes fim pe Be PT dete Jour- | Willard Freeland, of Freeland &/spent 6.5 per cent in miscellaneous 
Company, and Arthur B. Gunnar- nal Life McCall’s Photoplay and | @xson, Boston, and Elmore Peter- duties, while 5.4 was the figure for | 
son, Chamber of Commerce of the | Semeee Mueae Companion "Three |sen, dean of the School of Finance, | the country salesman. Order tak- 
United States. Albert Haring, In- | : : University of Colorado. ing, which includes the time con- 

Mr. Freeland expounded the | sumed in writing up orders, and 


diana University, continues as s /of these are additions to the 1939 
and versity, contin ec- | 15. ‘ : ; ; 
list. More frequent insertions are | theory that too many manufacturers! does not include sales effort, ac- 
| have neglected their natural, profit- | counted for 7.6 per cent of the city 


| Srey an Howard Whipple Green, |ptanned in 1940 
( i » W ° O- | : , San 
| land S. Vaile, University of Minne- |. mtg a the el hes the bag, able and nearby markets in a vain |salesman’s time, and 16.1 per cent 
copy will not stress the bargain as-| «,,:6 of the will o’ the wisp of | of the country salesman’s day. 
| national distribution. He cin a a 


advertising of dollar handbags, 
| Elanbee, Inc., has more than doubled 
|its 1939 appropriation for a second 
|campaign in 1940 on Leading Lady 
| handbags. 


New vice-presidents are Lyndon 
O. Brown, Lord & Thomas, Chicago, 
and Victor H. Pelz, General Foods 
Corporation, New York. The list 


setting to another, many blocks 
apart—and then give your print 

ing toa firm even farther away ? 
The close relationship of these 
three important elements cer 

tainly makes it imperative tha! 
the responsibility be placed in 
one direction, like Faithorn. 
You will then get the BEST—at 
the Jowest possible production 
cost. Let us demonstrate this 
to you on your next job. Write, 
or telephone Wabash 7820. 


] sota continues as_ editor-in-chief : ; 
t of the prmenry of Madigan ia aay . 4 ame oe — 
v. pe placed instead on the fashion |; ar Ragen . Ream shen 
S While Mr. Waugh _ discussed on de aad the teneitense of tal intensive rather than extensive dis- 
“State Protection as a Men to al, B : _ F tribution as the panacea for some | 
ace W & handbag as a detail on the com lete | 99 te 4 , 5 
y Sound Agricultural Program,” his | fa shi n pi ti ._ Such phras ° 'such producers. Dean Petersen dis- | 22.8 per cent of his time in selling, 
4 thesis applies to all products which | ma i funda” a 8 aon .488| cussed definition of market areas, | While the country associate spends 
are shipped across state lines. He | bes oe penta | eo a” twill | 2sserting that political and natural | only 13.8 per cent in this pursuit. 
aid that efficiency of agricultural | '®"-™°s* 4" aris Inspire@” WI'') boundaries usually are identical. Dr. Nolen insisted that these 
| 


Moments of Selling 


Finally, the city salesman spends 


be used. 


yr is alization | . studies indicate that the same kind| Exceptionally well fitted to submit ideas, 
: ropes ie ‘hor tient ee The handbags are now distributed | Mark to Shoot At lof analysis long in vogue in the | make layouts. prepare sketches and draw- 
:: = se —— | throughout the country in depart-| Dr. Nolen presented a “Time and machinery world pays in the mar- | ings —through every step of production. 


= = |ment and shoe stores. An interesting | Duty Analysis of Salesmen,” mak- keting field. Adopting nomenclature | 


" phase of the merchandising is the ing the point that as soon as an/of the former, he said that it is : —e SenCUee 
n additional use of jewelry stores in average was established for per- necessary to determine the cost of ie » thee Seleer Plated Teaeth 
d small towns as an outlet. Proprietors | formance, every salesmen apprised |the equipment necessary to sell the | ed FAITHORN ‘ 
, of such stores use the low-priced |of it took pride in improving the! merchandise: to get first-hand in-2 complete 
d handbags to draw shoppers to their! figures. As an example, one group knowledge of the sales problem, ervice. You, too, 
d counters. of salesmen was found to sell $13.31 | which can be obtained only in the} in now enjoy its 
in Window and counter displays,|per call of 9.4 minutes, with 32.8] field; to set standards for perform-| "®"Y 0¢¥@nteges. 
° . | = 
‘h mats for local newspaper copy and | additional minutes consumed in|ance of salesmen; and to find the 
. | consumer leaflets will be distributed non-productive effort. When these | direct selling costs, i. e., uncover the = 
. |to dealers in addition to “Fashion | averages were made known to them, | exact cost of each customer group. reine ton sas 
in io week fide al tb ceed As prove a pin re anges | ore immediate improvement followed, | PN TI D. PEACOCK 
: nd the time you can save with photo | Styles in relatec items. esley | the sroup selling $23.21 in 16.5 . “ . “ EPS ge! 
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3. 73% , ry wholesale salesmen . “*4) Athletic Association. Ernest L 
The Memphis Commercial Appeal | on city salesmen included 40 com- Heitkamp, columnist and newspa-| You can use one or all —just as you wish. 
, . +r Te 7 ; ear . . : we ’ : ‘ bag i 
ATLAS Photo-STATS and Press-Scimitar, Scripps-How- plete days’ work of 28 individual| per man, is new editor of Cherry but all are here, ready to serve you . 
ard newspapers, have merged their alesmen representing six wholesale | Circle | Speed—economy—satistaction assured. 
mechanical faciliti 


in the former's 
plant 

| A new company, Memphis Pub-| 

|lishing Company, has been formed 
to publish the papers, which will 

| maintain separate identities 


E. J. Reap, San Francisco Exam- 
iner, has joined the National News- 
paper Promotion Association 


firms Data on country salesmen | 
accounted for 28 complete wn ta 


work of 26 salesmen representing FREE with your “7 
ix jobbers. first Order 
| Jar and Brush FREE with your first order 


The average city salesman was sa aden Oates @ . tatendle 
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FAITHORN 


CORPORATION 
Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


| DAY AND NIGHT SERVICE 
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Doherty a Pioneer 
in Development of 
Utility Promotion 


New York, 
Henry L. 


Dec. 28.—Although | 
Doherty, who died in Phil- 
adelphia this week at the age of 
69, was known to the public as a 
public utilities operator, oil magnate 
and president of Cities Service Com- 
pany, he was also a pioneer in the 
development of utility advertising | 
and a lifetime believer in the use| 
of paid promotion. 

Mr. Doherty, who began as a $2- 
a-week office boy and died a multi- 
millionaire, was the first of the 
major utility operators to woo pub- 
lic favor through straight-from-the- 
shoulder newspaper advertising. 

He is generally credited with 
being the first gas and electric cor- 
poration head to adapt successful 
promotion methods of other lines to 
that business. Many years ago, he 
began a systematic advertising cam- 
paign designed to present his varied 
interests to the public as personal, 
human companies. 


Created Famous Slogan 


He commissioned William C. Free- 
man, a public relations specialist, 
to write a column explaining the 
utility business to the average man. 
The column, titled “Personal—but 
Not Confidential,” appeared in ad- 
vertising columns of newspapers as 
an institutional message to the pub- 


lic. 

Mr. Doherty conceived the idea of 
organizing a Housekeeper’s League, 
the purpose of which was to famil- 
iarize women with the advantages 
offered by the products sold by his} 
companies. Although people laughed | 
when he suggested that gas cooking | 


“MAGAZINE MAN PASSES 


Luther Dana Fernald 


Christmas Day 
Brings Death 
to ‘Dan’ Fernald 


Philadelphia, Dec. 26.—Luther 
Dana Fernald, who occupied impor- 
tant posts with some of the coun- 


try’s leading periodicals during his 
long career in the publishing field, 
died here Christmas night after a 
protracted illness. Mr. Fernald 
suffered a_ physical 
August, 1938, but continued to hold 
the title of advertising director of 
Farm Journal and Farmer’s Wife. 
The staff of that paper, headed by 
Graham Patterson, president, jour- 
neyed to his home Dec. 21 to pre- 
sent him with a token of their 
esteem and affection. 


be taught in the public schools, that} Mr. Fernald, who was 54 years 
later became the general practice.! old, worked in the Chicago office of 
“Cook with Gas,” the slogan used|Collier’s after graduating from the 


by the industry for many years, was 
his brain child. 

Mr. Doherty, his associates re- 
called here today, was a stickler for 
simplicity in advertising. He made! 
a practice of showing each piece of 
copy to an old Negro elevator oper- | 
ator before permitting its publica- 
tion. If this employe could not un-| 
derstand the entire message, it was 
changed to suit him before it was | 
printea. 

He was a great believer in radio 
advertising, and took a personal in- 
terest in the Cities Service network 
show. He appeared himself on the | 
program on several occasions. In 
tribute to Mr. Doherty, commercial 


announcements were eliminated! 
from this week’s Cities Service 
show. 


ROBERT R. ROSS 

New York, Dec. 26.—Robert R.} 
Ross, retired advertising man and 
and book editor, died at White 
Plains Dec. 23 after a 10-day illness. 
He was 50 years old. Until his re- 
tirement in 1933, he was associated 
with the Literary Digest. 


A Complete 


LETTER SERVICE 


| 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
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University of Chicago. He left that 
magazine to go to New York as one 
of the leading spirits of Leslie’s 
Magazine. He assisted in the reju- 
venation of that paper so success- | 
fully that Leslie’s was regarded as 
one of the three leading magazines | 
of the United States for some time 


Was Good Teacher 


Mr. Fernald later became adver- 
tising director of the Christian 
Herald, New York, where he be- 
;}came noted for the training of sev- 


eral young 
to make 
tising 


men 
their mark in 
and publishing 
later service included terms with 
the New York Post as advertising 
manager, with Conde Nast Publica- 
tions as assistant general 
and with the New York Mirror. 
When Graham Patterson became 
publisher of Farm Journal in 1935, 


the 
world His 


J. Pattison, former publisher of 
newspapers in New York and Scran- 
ton, died yesterday of a heart attack 
home He was 69 years 
old, and retired a decade ago after 
43 years in the newspaper field 

Mr. Pattison joined the advertis- 
ing department of the New York 
Evening Post at the age of 16, thus 
beginning an unbroken association 
of 28 years with that paper. From 
1902 to 1914, he was publisher, sec- 
retary ti the Post 
undet Villard. 

After a short period as a linotype 


here 


easurer of 
Garrison 


and 
Osw al i 


nachine manufacturer, he became 
general manager and treasurer of 
the Scranton Republican in 1915. 
He served that paper until 1925 
when he and _ several associates 
founded the Scranton Sun. He sold 
his interest in that paper in 1929 
and retired 

Mr. Pattison wi active in the 


ffairs of the American Newspaper 
Publishers Association, serving for 
term as treasurer. 


| 
| 


| 


breakdown in| 


| 


who were destined | 
adver- | 


manager | 


ling 1.4 pe 


he summoned his old associate to 
assist him in executing his ambi- 
tious plans for expansion of the 
| pioneer farm paper. Mr. Fernald 
operated with his usual skill and! 
dash until a heart attack cut his 
ctivity short 
. 
W. J. PATTISON 
Scranton, Pa., Dec. 28.-—William 


YEARLY ADVERTISING LINAGE IN NATIONAL MAGAZINES 


Monthly Magazines 


Report 0.7% Loss 


in 1939 Linage 


New York, 
magazine linage in 
15,609,521, Publishers’ 
Bureau reported today. 
a decline of 0.7 per cent from the 
15,724,323 lines reported in 1938. 
Weekly magazine totals will be re- 
ported in an early issue of ADVER- 
TISING AGE. 

Of the five groups, only two were 
able to show a gain for the year. 
These were women’s group maga- 
zines and outdoor magazines. 

General magazines carried a 
tal of 7,307,531 lines this year, fall- 
cent short of the 1938 
total of 7.412.746. Women’s maga- 
zines reported 4,809,175 lines, a de- 
cline of 1.8 per cent from the 4,894,- 
696 lines carried in 1938. 

Standard magazines showed a 
decline of 5.8 per cent, reporting 
285,460 lines tor 1939 as compared 


Dec. 28.—Monthly 
1939 totaled 
Information 

This was 


to- 


with 302,910 in 1938. Linage in 
women's group magazines during 
1939 totaled 2,120,872, a gain of 5.6 


per cent over the 2,007,947 lines car- 
ried in 1938 

Outdoor magazines also scored a 
carrying 984,198 lines as com- 
pared to 974,974 in 1938, an in- 
crease of 0.9 per cent. Mail order 


magazines experienced a loss of 22 


gain, 


per cent, reporting 102,285 lines 
this year as compared with 131,050 
in 1938 

Figures and page totals for the 
individual publications are shown 


in the accompanying table 


Record Campaign for 
Sergeant's Products 


Earnings of 


Advertisers 


Distillers Corp.-Seagrams 


Report for the quarter ended Oct. | 


31 shows a net profit of $3,447,902 


as compared with $1,458,254 for 
the quarter ended Oct. 31, 1938. 
John B. Stetson Company 

Report for the yvear ended Oct. 


31 shows a net profit of $105,944 as 


in the preceding year. 


Rock Island Lines 

Net operating income for the first 
11 months of the year 
820 as compared with $1,934,110 in 
the like 1938 period. November op- 
erating income was $563,802 as 
compared with $460,842 in 1938 


H. W. Gossard Company 

Consolidated net profit for 
year ended Nov. 30 attained the 
highest level in the past nine years, 
totaling $391,592 as compared with 
$317,241 in 1938 


the 


Nunn-Bush Shoe Company 
for the year 
net income of $262,317 as 
with $215,990 in 1938. 
$6,248,251 as 


Report ended Oct. 
31 shows 
compared 


Net sales 


were com- 
| pared with $5,945,681 in 1938 
Hat Corp. of America 

Report for the year ended Oct 
31 shows a net profit of $703,356 as 
compared with $325,888 in 1938 
Net sales totaled $9.7 20,838 as com- 
pared with $8,809,201 in 193 


The largest campaign in its his- 
tory will be placed back of Ser- 
geant’s dog remedies in 1940, Polk 
Miller Products Corporation, Rich- 
mond, Va., announced. Fifteen na- 
tional magazines will carry the] 
copy, with nine pet and sport pub- 


lications also being used 
The Sergeant's dog book h: 
improved and 1,000,000 


; been 
copies will 


be distributed to dog owners 


W. Va. Pulp & Paper 


Report for the year ended Oct 
31 shows a net profit of $1,095,389 
as compared with a net profit of 
$260,353 for the year ended Oct 


31, 1938 


Continental Motors 

Report for the year ended Oct. 31 
shows a net loss of $215,165 as com- 
pared with a net loss of $548,287 in 


| ever, 
| | with $5,700,409 in 


|which it 
| 


| Hic ks 
compared with a net loss of $413,534 | 


was $4,861,- 


——1939 \ oa 1938——— —_—1939- . —l1! —-—., 
Pages Lines Pages Lines | Pages Lines ages Lines 
Home Arts Needlecraft 54.5 37,093 72.6 $9,353 
STANDARD ee reer eet eee 200.9 136,663 188.9 128,507 
American Mercury 150.9 29,591 1790.0 $3,221] Junior League .......... 23.0 77,760 134.6 85,064 
Atlantic Monthly oe cate 82,717 387.8 92,286 Ladies’ Home Journal 607.9 413,395 641.9 436,472 
*Current History 147.6 33,060 127.2 28,484 | Mademoiselle ..........-- 617.3 264,822 266.4 114,269 
Par: conde reen ‘ - 97.6 $1,864 105.3 tle | rae 616.2 418,990 583.7 396.908 
Harpers Magazine $12.7 98,228 435.9 103,765] Parents’ Magazine 
—— re 1 erin (National) $83.6 207,465 437.3 187,610 
Total Group 285,460 302,910 | parents’ Magazine 
(N. Y. Edit.) 44.6 19,154 48.8 20,931 
GENERAL Photoplay ............- 246.8 167,826 263.7 179,308 
*Ace Fiction Group 154.9 34,700 199.1 $4,599 | *picture gy | APEC TTC 164.0 70,356 130.7 56,056 
American ...... ; 535.9 229,892 044.7 Beesete CE UUUO BEOTT 6ccctcenaness 136.6 230,186 532.0 228,226 
American Boy 118.9 80,842 116.0 78,903 | Vogue aio £ 1,508.7 953,476 1,698.6 1,073,520 
*American Forest ns 108.3 45,500 116.0 48,720 | Woman's Home 
American Home (National).522.5 330.212 430.4 271.988 Companion 619.2 421,039 693.2 $71,384 
American Legion . 120.9 51,896 137.8 59.102 | Woman's World 121.8 82,857 115.8 78,773 
Arts & Decoration ... 85.3 53.904 81.2 51,3 —_——- - ———- —--— — 
0 ee er ‘ s6.2 15,646 51.7 22, Total Group 4,809,175 4,894,696 
Better Homes & Gardens 177 301.754 470.5 297.3 
*Big Seven Group 115.8 25,928 110.5 24,753 WOMEN’S GROUPS 
Boys’ Life ey .159.9 108.745 72.6 117,339 | Fawcett Women's Group 
Child Life ..... 67.9 29,119 81.9 35,124 Hollywood 339.1 142,426 294.9 123,89 
Christian Herz ld 219.2 94,020 210.9 90,500 Motion Picture 343.4 144,429 296.2 124,397 
College Humor 35.4 15,166 $9.5 21,250 Movie Story 350.2 147,095 315.8 132,618 
Cosmopolitan 604.5 259.329 62.7 241.106 tomantie Story 284.9 119,669 250.3 105,136 
COUNTY EALO .cccscs $40.5 296.030 72.3 317.368 Screen Book 341.6 143,492 296.8 124,646 
Sr ee 55.8 23,932 $0.8 34.674 True Confessions Pe 133,398 261.1 109,672 
Esqutre (National) , 792.7 532.663 837.9 563.065 | Macfadden Women's Group 
Esquire (N. Y. Edit) 132.8 9,208 121.0 81,312 True Love & Romance 140.6 146,115 343.6 147,387 
*Iextension Magazine ‘ . 87.6 60,240 110.6 76,104 Movie Mirror 384.2 164.821 373.1 160,050 
Fortune 967.6 611,539 961.6 607.747 tadio Mirror 323.7 138.848 309.2 132,63 
ST wexkeeen? 76.5 32,807 78.8 33,801 True Experiences . - 049.2 149,793 342.5 146,95 
*GjGrade Teacher 185.2 81,657 184.3 81,258 True Romances 359.7 154,296 353.6 151,69 
House & Garden 522.9 230,530 506.6 320.195 | Modern Group— 
House Beautiful . ‘ 532.8 $36,753 484.3 306,062 Modern Romances 9.6 154,271 368.7 158,156 
*Instructor . 176.5 120,712 175.8 120,243 Modern Screen 95.5 169,673 404.0 173,319 
Mechanix Illus tr: ited $32.1 96,790 505.7 113,266 | Sereenland Unit- 
*Moose TeCTT Te 74.7 $2,032 60.7 26,026 Screenland 251.3 107,808 252.4 108,289 
*Motor Boating 948.7 409.824 938.6 405,486 Silver Screen 244.1 104,738 254.3 109,103 
National Geographic 356.4 84,831 70.5 88,173 > — . 
|} Nation’s Business R 159.7 197,216 60.2 240,545 Total Group 2,120,872 2,007,947 
*Nature Magazine 57.3 24,563 62.6 26,834 
Open Road for Boys 108.3 16,462 111.9 18,026 | OUTDOOR 
Physical Culture 173.60 74,472 174.5 74,848 | eaAmerican Rifleman 281.1 120,586 282.6 121,219 
ae Seen 922.6 206,667 1,001.9 224,458 1 Piela & Stream 144.1 190,504 405.7 174,042 
*Popular Publications *Fur-Fish-Game 205.1 87.988 194.9 83.604 
Group 120.9 27,078 189.1 31,152) Hunting & Fishing .......197.2 84,597 213.5 91,601 
Popular Science 807.3 180,833 535.4 119,921 | National Sportsman 201.6 86,494 226.3 97,070 
Redbook 505.5 216,768 438.8 188,265 |] Outdoor Life 387.1 166,065 369.8 158,659 
Scientith An ieat 178.8 76,715 170.8 73,285 *Outdoors 84.9 16,419 99.3 42.590 
secret Sod 39,740 Sv.e 16,544 FOutdoorsmayt (tiuntet 
Sput 44 164 136.9 »?6. 369 Trader-Trapper) 194.6 82.464 185.8 79.707 
Street & Smith Combina Sport A field gee 128,081 94.8 126.47 
tion 144. 1b .544 bod 14,664 — 
*Sunset 299.4 128,455 ‘ S 118,301 Total Group 984.198 974,974 
*Thrilling Group 10.8 17,229 13.8 17,891 
Town & Country 607.6 408,302 615.8 $13,845 MAIL ORDER 
Travel . 115.5 72,999 137.8 87,073 | *Comfort 62.3 $23,040 75.2 51.158 
*True Detective Mivasteri« 104 $4,827 95.1 10,814 |] *Good Storie 4.3 23.330 50.0 33,999 
*Vachting 799 05,126 177.3 191,222 | e¢¢Mothe: Home 1] ‘ 1 5.915 65.6 45.893 
Total Group 7,507,531 7,412,746 Total Group 102,285 131,050 
WOMEN'S MAGAZINES 
(ood Housekeeping Lio 178,460 1,075.9 161,548 | Figures provided by publisher 
Hiarper’s Bavaat 1,034.1 694.900 1,173.9 788.860 | Six issue in 19389: nine issues in 1938 
Holland . 178 134,733 182.4 7,907 | Eleven issues in 1939; twelve issues in 1938 


Net sales, how- 
were $7,256,648 as compared 
1938. 


| the preceding year. 


“Scarlett O'Hara” 
Is New Sweater 


Olympic Knitwear, Inc., New 
York, will use an extensive cam- 
paign for “Gone with the Wind” 
and “Scarlett O’Hara” sweaters, for 
has been appointed sole 
licensee in its field by Metro-Gold- 
| wyn-Mayer. 

Magazines, newspapers, radio and 
_ trade papers will be used through 
Advertising Agency, New 
York 


Adams to Colgate 
from Benton & Bowles 


James S. Adams has resigned as 
executive vice-president of Benton 
| & Bowles, New York, to fill an exec- 

utive post with Colgate-Palmolive- 
Peet Company. He will be succeeded 
as account executive on Colgate by 


Theodore L. Bates. 
Mr. Adams joined the agency in 
1934, coming from Johns-Manville 


Corporation, where he was assistant 
to the president. He served in the 
air corps during the war 


ellw HOTELS 


THE HOTEL MONTHLY 


Vaminn ABC and ABP 
hed by JOHN WILLY, Inc. CHICAGO 


Put 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and r¢ 
tailers who sell seed and other horticultura 
and agricultural items to 41,000,000 farmé« 


and suburbanite customers 
We will gladly give you an analysis of 
field as it applies to your business 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, | 
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January 1, 1940 ADVERTISING AGE 21 
| 
I d f Ret il Acti ity in 19 Important 
M k 
Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1039, by Advertising Publications, Inc.) 
. | 
WT l | } 
420 TT al RETAIL ACTIVITY | 
| HTH 1] | 11] inMAJOR MARKETS | r , 
HLL Pf | 1e rates for this department are as follows: 
+15 TTT HH Hut rT T + T Compared with last year > } “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
Wut TTT | ] Week by-week “Representatives Available,” 30 cents a line, minimum charge $1 Terms 
+10 mut r+} Hots “++ — __ variation =e a ——E es | cash with order. 
ii] | cate te ae = == as a = All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
+ 5 aN LZ™. | | teats | $4.75 per inch 
MTT THT | | 
YEAR sonenemeen WK POSTTIONS WANTED BUSENESS OPPORTLU NITIES 
itil | . = ae “y 7 ot se Ow ey ced bee Se —— ee 
oa S A ood tl Lt ; tT } = , wet ne ak armrtnel ~ a bs heey my re Midwest trade publisher wishes § to 
4 UNIT | Witty | aunts ke stern Fe yreaentatior ot lead- add another ee Cash oF termes 
-10 HH ssetcneenes —+— | ine publication ns position a ice | Send gy pre eon complete detail 
1] it I] HiT or manager Eastern Office " vega Fy lat Mesh t yen ~ 
-15 A MAI x 1981, ADVERTISING AGE, N.Y | Box 1995. ADVERTISING AGE. Cage. 
vit | 1 Young man, 27, four years’ experience 
lll Mil | {Hilt | oaikian hou rig oreat " “gow "a 7 ; for “ ANTED: To contact successful pub- 
— magazine having 4,000 monthly paid lishers interested in quality printing 
7 7 4 2 28 #4 «WW 18 2 2 9 6 23 30 revlation. wants job. selliiug: space | 10W Production costs, prompt service 
and . ~- —- ~ for trade paper or newspaper, or wt a Se free 
Co fart , or ‘ o Thies space, rmelOwW average iving 
JANUARY OCTOBER NOVEMBER DECEMBER ») + lbnmenn ; a - 1 # : 4 y “ osts and absence of labor troubles 
a iets ams Experienced publishing firm not far 
ADVERTISING AGE. Cheo.| from Chicago will make attractive 
— Gain % Gain : a a : proposition t seriously interested 
‘ a in ts — ed STERAN YOUNGSTER — Only 24.) publishes Write for further details 
o1-Week 51-Week 51-Week or Loss or Loss but with 454 years’ executive experi ind arrange personal interview. Don't 
Period Period Period 1939 1939 Week Week Gain} enes Complete one-man agencey-—ex inswer if your only object Is to get 
ended Ended Ended over over Ended Ended vr cellent copywriter, layout man; know] a better contract from your present 
City Dee. 25, 1937 Dec. 24,1988 Dec. 23, 1939 1937 1988 Dee. 24,1938 Dee. 28,1939 Loss detail letter-writing publicity; can} printer 
Akron, O.........- 16,410,703 11,717,068 10,026,802 Tr) 144 250,008 c43,l4>0 3.0] we Mc hae a eas poh et er A ¢ seh Box 1998, ADVERTISING AGE, Cage 
Albany, N. Y. 9,454,041 8,890,520 8,470,338 10.7 1.7 215,147 11,375 1.8 | familiar with. direct " al imae pa - —_—_—_———— 
Altoona, Pa. ‘ 6,931 875 5,164,962 5,714,044 —17.6 10.6 139,384 162,596 16.7 per magazine advertising One veut SPECIAL SERVICES 
Atlanta, Ga, osceee 16,703,302 16,736,440 eye ee 184,638 a ae . | with ageney, 3% years as advertising — _. ee 
Baltimore, Md sseeee 28,762,920 22,367,442 22,805,818 1.0 + 2.0 29,551 592,045 $11.8} Manager for manufacture Stable,} .., wR Aaa! Sewers 
eeeeresensecneeenmanaes ome nee a ee : ns A resourceful, responsible, well recom- | °#" still afford Laurel's economical 
Kirmingham, Ala. ..... 13,063,330 12.712.224 13,606,608 4.6 7 4 308344 342,006 12.7 | mended Now employed Startin process for reproducing all sorts Pie 
joston, Mass. . 21,051,546 19,515,58: 20,092,474 1.6 + 3.0 157,051 179.995 +5.0 |] salary $150 month ~| torial Advertising Literature, Book- 
Bridgeport, Conn. ..... 10,391,448 9,380,136 10,199,706 1.9 L§.7 244524 294,560 20.5 | Box 1994, ADVERTISING AGE, Chgo, | ets Brochures, Bulletins, Circulars, 
co) ee a Se 19,551,896 16,518,005 16,057,896 17.9 s 135,680 398,943 WG be . , 1} pis ~ 5! - —— Direct-mall, Sales 
Camden, N. J. ......... 4,224,230 10233,970 559.854 7.9 13.0 97,232 122,804 26.3) pest CARDS _ | No TYPE'OR CUTS NECESSARY 
Cedar Rapids, Ia. ...... ~ 6,262,090 ~ 4,847,472 i...  i—5.6 +3... 127.134 140.416 io we ae | Any size car _be supplied 
Charleston, W. Va 11,301,851 10,509,999 14.¢ 7.0 ,18.864 295,561 1.0 ae FONE : Post ( a, Addit ted : ‘Hu * S ‘ere a ¥ 4 9° 
: rte, saci ge ; a “ ed dl papain Sgr owe ! economien thie Tay of additions nares 0 es oO ya A 
‘Chicago, Hl 1,102 306 620,401 11 ‘ 4 (30,050 (03,369 1.1] displaving any produet Sample mad Kiven lower price for larger 
Cincinnati, O. 15,950,701 16,204,142 10 1.6 0 Ss i1 8 OO} prices « evcpune (irapl Art Ilan quantithe 
ClOVGIENG, GD. .cccccces 18,001,957 18,373,499 16 2.1 145,810 177.66 7.1] ilten, Oh Instructive Manual free on application 
Columbus, ¢ Sere aa - ~. 94,482,704 san 12,916,798 oi, Sa 21,120 ae an j04a4 t00.778 ne | Laurel Process, 80 Canal St... VN. ¥. C. 
EEE, HOM. nn cseescen 22,393,320 21,296,132 21,491,860 1.0 0.9 624,900 614,778 1.6 
Davenport, Ia. ........ 10,611,454 9,641,070 9,498,052 10.5 1 214,158 225,176 5.1 » 
een: Eh. ks eed i eeeas 15,961,806 13,510,848 570 11.2 + 6.0 ST0,.344 378.112 4 National Carbon Van Deventer Named 
nver, C 627,785 9,208,075 3,746 1.8 7 d 222,65 +O! " io i 
Denver, Colo. .....-.-. 10,627,78 a 746 14.81. 203,204 22,654 +! " Iron Age” President 
Des Moines, la, 6,726,309 6,504,688 7,988 2.1 1.3 162,051 162,756 l R It , . 
valin-gg- -- May EES Bs pe seta i4s at oa — jg said ele ,| freorganizes its John H. Van Deventer, for the 
El Paso, Tex. .....+es: 10,448,768 10,142,107 10,812,487 +3 + 6.6 288,480 247,954 14.1 * past eight years, editor of Iron Age, 
Se 9,556,894 9,002,794 0 590,910 + 0.4 6.5 08.432 46,540 18.3 vertising Setup has been elected president of Iron 
Fall River, Mass. ..... 8,499,931 3,308,061 3,530,597 $0.9 +6.7 95,021 99,34 ' 1 mae - , Age Publishing Company. He suc- 
Flint, Mich. ...... 9,384,304 7,492,156 8,240,728 2.2 10.0 a _Ne w York, Dec, 28.--National| ceeds the late Fritz J. Frank, who 
Fort Wayne, Ind. ..... 12,117,085 10,876,131 11 081,388 8.6 +1.9 »| Carbon Company has reorganized| died Dec. 8. Charles S. Baur, ad- 
Gary, TMG. cscscccsicss 7,289,869 pry te 6,173,156 ‘- +9.8 15.0) its sales, advertising and promotion! vertising manager, has been named 
© wg P 3 ic 597,33 8, 883,80 S885 0 6.9 ree 25.0 2 ‘ 
orl ga aa gy ol 6.636.043 6859.06 20 34 ».0 | departments with the shifts affect-| vice-president and general manager. 
‘een e, § he beeeres iy ’ 600,040 509,005 - +3 7 | . ; r, ; 7 
7 " To. —7$ 565.090 16,963,594 18.17 = = i - EET 307 ;|ing five men R. P. Bergan, for- Both Mr. Van Deventer and Mr. 
ouston, Tex. .. . 7, 500,05 1900, 0¢ s,s it ‘ rT é » : bod,! 22 iis , . ms ¢ 1. Tiree . 
Indianapolis, Ind. ..... 19,2 16,482,300 17,466,860 9.2 + 6.0 112,706 179,430 16,2 | Merly assistant to J. M. Spangler, ae Chill ‘-: bins oe - 
Jacksonville, Fla. 9,21 8,859,974 9,513,686 +3.2 +7.4 257,082 291,718 +13.5| general sales manager, and H. M. Ire ; “eee a, aeatahare Mr Frank 
Jersey City, N. J. 2,41 2,148,222 3,189,474 9.8 + 2.2 61,562 65,474 +64) Warren, advertising manager, have Repay nslhend Revmpee: vance. athe: Pict ugg 
Kansas City, Kans. d 2,819,866 2,881,060 + 2.1 2.2 69,356 92,519 33.4] hee was executive vice-president — of 
ee eee ee ae —_o ee -“ - —__ | been named assistant sales manag- | Chjlto 
Knoxville, Tenn. . s hie 10,821,143 11,064,583 1.0 + 7.2 277,144 PSO ST? t1.3 or J. M. Meldr P 7” 
Little Rock, Ark 9,667,532 9,450,996 9,427,669 2.6 0.3 188,944 203,966 g.|ers. J. M. Me dram, member of the | 
Los Angeles, Cal. ...... 25,952,521 8 5,371,718 2 6.4 $98,937 14,781 9.2 | advertising staff for the past two 
Louisville, Ky 16,426,200 4 15,152.49 7.8 + 4.9 262,290 432,740 19.4 years, has been named manager of ; 
, Lynn, Mass . . 9,966,516 3i S44 t 15 + 1.1 15,246 8.420 8 | the ney r] , fe . ict Kimberley-Clark 
. tea - Vly - organized advertising 
_ Manchester, N. H vee 3,917,197 BS96,911 0.5 ‘ 93,150 105,936 13.7] and sales promotion division to Lord & Thomas 
4 Memphis, Tenn. ..... . 12,602,548 12,533,402 0.2 6.7 811.54 541.995 9.8 : , : 
. Milwaukee, Wis. ...... 18,697,867 14,904,0 20.3 1.2 876.130 100,440 +6.5 | A. H. Housman and H. A. Mac-| _All advertising of Kimberly - 
f Minneapolis, Minn. 14,877,747 13,827,264 7.1 + 0.8 07,2311 322,808 15.0} Mullan have both been moved up| lark Corporation, Neenah, Wis., 
Moline-Rock Island 9,216,219 8,417,490 8.7 +0 163,758 184,604 +12.7|to assistant managers of the new! and Chicago, will be taken over by 
of Nassau County, L.1., N.Y. 2,587,551 2,155,356 7.6 f 12.4 64,634 73,413 434.4 | division. Mr. Warren has been with | Lord & Thomas, Chicago, May 1, 
New Bedford, Mass 3,478,874 3,199,126 225,806 7.3 + 0.8 89,474 94,290 +5.4) the o ea i ee ; 1940 In the meanwhile, Lord & 
d New Haven, Conn 9,585,026 9,195,260 354.646 24 11.7 204.918 79 1g 1 | he Company for 15 years, transfer-| ppomas has been appointed to han- 
h New Orleans, La 20,842,588 19,578,656 20,126,569 3.4 .8 130,257 131,67 9.3 | ting from the sales department to| dle advertising of Kimsul, industrial 
af New York, N.Y. 61,992,905 Le nh La 10.1 08 1,825,197 1,850,962 +1.9| become advertising manager in| and building insulating material, in 
Brooklyn, N. Y¥. .. 6,138,244 929,278 36.0 18.6 78,96 70,196 11.1; 1932. Mr. Bergan, also a 15-year | addition to Kimpak, packing mate- 
Norfolk, Va. ...... 9,793,882 1,732,996 0.6 1 °58 706 69,920 +4 veteran, became assistant to Mr.) rial which the agency has handled 
Oakland, Cal. .... 8,031,396 S,445,941 1 12.8 170,348 OO,33% 17.6 Sry: 92 for ; ber of yei ‘s. W.H.H *1] 
Oklahoma City, Okla 12,854,114 9,005,822 29.9 24.2 55,96 198 044 99 G Spangler in 1938 Mi Meldrum | for a number of years - £2. TLOWE 
Omaha, Neb. ....... 6,227,204 6056.2 2.8 3.6 174,650 S171 ;9| joined Canadian National Carbon is account executive ; 
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Wingatield to Mathes PHOTO-ENGRAVERS 


Opens “Ideas” “Writers’ Journal” Bows Gets Coffee Account 


& 
advertising 


ldeas Unlimited is a new agency First issue of the Writers’ Jour- Continental Coffee Company, Chi- 
D it 1133 Broadway, New York. Thej| nal, New York, will be published| cago, has appointed McDougall 

ead is Lillian Handelsman, who!|in March by E. A. Horn. The new! Weiss, Chicago, as its 

Mas been advertising manager of|monthly will be tabloid size and|agency. Marvin L. Mann 


eteco, Inc. will carry advertising executive 


oe es ee A Ta 


Is account 


Sam G. Wingfield, formerly pub- 
licity director of Kenyou & Eck- 
hardt, New York, and more recently 
head of his own service, has joined 
the publicity staff of J. M. Mathes 
Inc., New York 
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Exterior view of the new $1,000,000 250-bed unit at St. John's 
Hospital, Springfield. 


OST people never enter a hospital under cir- 

cumstances which permit them to view the 
institution as a building or group of buildings, or 
to get any idea of what the hospital looks like, so 
we're taking the liberty of showing you what a 
modern hospital really is. The photographs, with 
explanatory text, were used in the December issue 
of HOSPITAL MANAGEMENT to show this 
splendid new addition to one of the country’s big- 
gest hospitals to administrators all over the 
country. 

We hope you'll look at these pictures. They don’t 
show numerous departments, such as kitchen and 
laundry, which are essentials in every hospital, 
but even the handful of photos on this page dem- 
onstrate graphically the sales opportunities which 
the hospital market presents for almost everyone. 

If you still think of hospitals as white, bare, 
austere places with iron furnishings and no deco- 
ration, you’re 25 years behind the times! Modern 
hospitals give modern hotels a run for their 
money on interior decoration, architectural and 
structural beauty and cheerful, comfortable furni- 


ture and furnishings. 


One of the two dental operating rooms on the ninth floor. 


When Were You 
Last in a Hospital? 


Left, one of the several operating rooms. 

Below, a new idea for wards—lockers. 

basins and toilet facilities in an adjoin- 
ing room. 


They offer an immense and concentrated— 
AND ACTIVE—market for almost everything 
you can think of . . . building materials, equip- 
ment and supplies . . . furniture and furnishings 
... foods and food service equipment. . . laundry 


gain? , 


ae «a 


A typical private room in the new building. 


equipment and supplies . . . maintenance equip- 


ment and supplies ... and of course the multitude 
of medical and surgical aids and services which 
are used only in hospitals. 

Take a good look at this huge, easily reached 
and easily influenced market. Hospital occupancy 
is going up steadily—construction is at a high 
level. Sales opportunities in this vast field are 


better now than they have been in a decade. 


You can reach and sell the practical business executives who run 
the hospitals of North America most easily and most economically 
through HOSPITAL MANAGEMENT, for 23 years a practical 
business paper for practical hospital administrators. 


Hospital Management 


The News and Technical Journal of Administration 


100 E. Ohio Street, Chicago 330 W. 42nd Street, New York 
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GRANDMA'S DAY RECALLED FOR MODERNS 
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1A Pivictlestucks With the how sates 


Modern photographic art was called upon by H. K. Shigeta, Chicago photographer, to portray effectively an age-old 
story. Mr. Shigeta titled this photograph, "A Child Is Born,"’ and it was used by Shigeta-Wright, Inc., the studio which 
he heads, as its Christmas greeting card. 
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FAMILIAR DICKENS PORTRAIT BROUGHT TO THE FORE 
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ELECTRIC RANGES coos 


clean - fast low-cost cooheng 
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Modern Kitchen Bureau's 1940 advertising in national magazines will draw a 

parallel between the thrill that grandma enjoyed over the electric lamp in the 

1890's and the sensation experienced by today's kitchen queen. Ralph H. Jones 
Company, Cincinnati, is in charge of the Bureau account. 


IN GOOD WEATHER AND BAD 


RAIN OR SHINE 


GOES ™ BASILY. | 
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United States Rubber Company's display windows in midtown Manhattan are conspicuous this season for the absence of 


Wherever legal, this imitation wood weather forecaster is being distributed to even the slightest taint of commercialism. Instead of the usual rubber products, familiar characters from Dickens’ "A 
liquor dealers by Gibson Distilling Company. The device successfully exploits Christmas Carol” are portrayed in authentic settings. Above is Tiny Tim, borne on his father's shoulder, entering the 
the subject that is supposed to be discussed more frequently than any other. Cratchit home. 


STRESSES COLOR AS THE IMPORTANT INGREDIENT ADORNS CATALOG COVER 
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eon] This interesting art treatment lends eye appeal to Hotstream Heater Company's 
~talers handling Pabco paints are being furnished with this three-dimensional display unit which emphasizes interior and newest price catalog. The decorative motif is a strong contrast to the heavy 
exterior application of the product as a prelude to the “house that color makes.” nature of the catalog's contents. 
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ONE OF THE MOST VERSATILE MUSICAL-DRAMATIC ACTS IN RADIO—featuring more than 20 
instruments... with Hollywood's new laugh sensation, HERBIE “ARIZONA” KRATOSKA, and his hot 
guitar..."MONTY” SELLS and his sweet accordion...""IDAHO” HARTMAN and his original felt hammer 
technique on the bull fiddle...the romantic songs of IRISH MAHANEY, who with CAPT. BOB CRAW- 
FORD, DAVE MAY and TOOKIE CRONENBOLD make radio’s sweetest quartet. All set to the smooth 
continuity of GOMER COOL. 


MORE THAN TWO YEARS ON THE COAST-TO-COAST COLUMBIA NETWORK—Texas Rangers— 
“Night Time On The Trail’ —"“Under Western Skies.” 


THREE 1939 MOVIES NOW SHOWING THROUGHOUT THE COUNTRY: “Colorado Sunset” with 
Gene Autry for Republic; “Oklahoma Frontier’ with Johnny Mack Brown for Universal; “Chip of the 
Flying U” with Johnny Mack Brown for Universal. 


Ridin’ high, and rarin’ to go, for an alert advertiser who will add the magic touch of 
exploitation and set himself for the Big Payoff. Available—right now—network from 
Hollywood, Kansas City, Chicago, New York; or transcriptions. 
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“Believe award will appeal to trade generally as obviously fully justined”” 
“Bob” Landry 


CAROLINE ELLIS—Author-Star of "Caroline's Golden Store" on CBS for General Mills Gold Medal Flour; FRAN HEYSER—KMBC 
producer in charge of ‘Caroline's Golden Store”; available for other productions in Chicago; MARGARET AND GORDON MUNRO, 
“Across The Breakfast Table” early morning chuckle makers who have stolen the hearts of the Kansas City audience; BRUSH CREEK 
FOLLIES —-KMBC's big barn dance show originated to CBS from Kansas City Saturday afternoons; PHENOMENON, “Electrifying 
History”—world’s most romantic adventure story, load-builder for power and light industry transcribed in 65 exciting episodes; 
LIFE ON RED HORSE RANCH—Adventure-packed dramatic-musical featuring The Texas Rangers; 65 episodes a sure bet for the 
all-family audience. These and other Arthur B. Church Productions—developed at KMBC—have done outstanding jobs for 
national advertisers. Variety’s award proves we know how it’s done! 
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’ | Call one of these offices for an audition — you’ll hear something, brother ! 
F COLUMBIA ARTISTS, Inc. GEORGE E. HALLEY ARTHUR B. CHURCH Columbia Management, HARRY SINGER 
485 Madison Ave. 400 Deming Place KMBC—Pickwick Hotel Inc. Personal Manager 
Wickersham 2-2000 Diversey 4400 Harrison 2650 ace by rrr arn 7 
5 New York City Chicago Kansas City, Mo. Hollywood, Calif. Hollywood 
b KMBC’S POWER GOES UP — 5,000 WATTS NIGHT — ABOUT FEBRUARY 10 
al -_ 
¥Z | * + 
. Pe A es eae a em Pi 
ic eee a % ee. (Gar Bn 


Se Mt q: ; i s . a py 2 ia : : 7 : 0 4 uk } qc a = 7 ‘ ‘ nak: ile 5, ; . fie > : a Ae : ‘ ‘ 3 ba eel . il 5 : Bug > p< ty ie wy 
%s -— 
, 24 ADVERTISING AGE a 
se Ss . ———" tee = — > — = 
a \, 
ee 
Beis a 7 ¥ 
ad ! 
an § & 
io a i 
as f S Gz ) 
. ; of ¢ SS Saas 
* | 4 “~d SX \N Ww& 4 je eee 
a WS Sa A ae > ° SN % 2 7 if sienna = 
—— S 3 mee ( Fm Be LAN ¥ ; Daan Cita 
me. Pre etn “~ PS: —. a  . ~ ae Gee Saas 
2s “~~ ARB \ * Core Oe ap . S 7 Dai om BO all Se, eae es 
ae ite ( Ps . —\ 2 estates 4 \ Be csi a S4 eS 3 Se 
om bse Pie: ~* SF cay Cie a a a LORE PRY Yi} S 92 JR SS 
J LE gaa NN \orG we SH os > Ee ad wor os S max “4 
ay ss ies 5 S f 2 ee ey ha FI i Ss : MB ie ; S 33 : y wwe 
= Paate é 4 é ey , . es SeseareraPatetatet = — = ’ 
Pec - ie Ti Be NZ < “Gi . 2 Pe me es be pee te a PTR a, , 
— ie Pas tee z . alate Fi OOF : wt : Peed = a een ST SD EK y 
ts \ C CONG es Er \ Rs aS. ee : ee ae / \49 ge | ft 
7 ae ;% EN ey i eS Bg =, a £8 Y 4 a ee, Sof ain: Bh 39 a 
oe ~ Pee sige. \ A ; » ¥ . ° j SS << Mies Mie ms q ST a % Pare Nee tl 
Ae RAE oa) Pee a ee ies Oi eae ad pS eee aay SS Dota a+ FS : 
<| ei \: $s a Re B ti ‘ ee : ¥ p SS yA | ee Kee ia N NE . Eos r Be f os 
a ee ' < me ee: Pe, Soe ee »~ ie ai see Sh : NS & BB al Ba 
Sn pe + ~ ss “oe, % % 2 LS ? Ss x a =» R ba F: ee \ WS SS ; 7 fs ; Be ss | . /% a 
Se + i" aia > me ’ % , | ogy ee ee +: (> B: VX % Na 1, 4 4 
a WA - |, =e kay S* Corea wy Pe/ - ’ ' i SS BS i SS of ‘ Sk: 
in Rid Pi . y, see as lege St i) ‘. Reece. Se FR. 4 Ps se ee Re am | wn \ \\ 
eo - dis ae See | ‘ Ee) SES BE! EGR EY Si De Ww | 
eee! a’ » AG ef ny * Fas a—— fA MES Rc: 2) 3 Se OR Ream «ties XG << ws 
a 4 , » SS . . ey iM . . Pity fs Ree ae Se as eatatetatetehat teal sscersceentete: Conerens fotecaegs Ne 
ihe 06 6S .\ (ia ce imi AE ff fee cm), ~ 
ag.” ae >: «35. oF ee 4 ee” SN CAM 3S SS ee ames Ree i ia AW 
oe. aoe mL is _ oy & aa — ee 29 See a a: Se sg a mney cummin arp ies ‘ Wy 
" bea /. 56. . . SS WSS — f La nee rate i ee Ss soe Soe aannney ee if Se S 
a 5 4 0 atiiaal § > : BB alias “ieee Sy Gems )= eens Somme Bie eee 
: ar sor. oe | Mog VASE BS tees INGioeronaan ‘ So ee Se i, hie BEES Ba SN 
: s eee a Re acd os : Br ee Sine Sean «) 3 ee «6 en coe, eee ee eee | Of Be De 
- So —— 33 3 SET SENS Bae se gf : ed -it : if a| Yet. Ge? fas WI rece, / pee / . ANN 
ei ee i ee ee Rae Bs A ** - \ / 4 4 ee eae, Sites, Seeks, a i | — 
ee Seats 7" 7 on ee cae a H / / Mexico, Fe. eee ey, Ss WY 
Rees as cae . Bis iecccu tN ," P anes ‘ ai al Gis, “agi pate Ga Pe = SS 
i ri me. ER Y = a SSS * ff ' ee fo A SK 
= aa we A em Oh Ss , A ors es SA Ws OSS 
E Py Mi bis \4 pine: WANS mo : We he yy ex? ISS SSS SA: "hes %, we . Yaa N XY 
ia ‘ » Ree voenate y 5 if v4 \ MO \ , sstete Se OS. Seed ors “ee forse \ ee IY 
—_— hae ) eee R i H om SSIES // Ee aN Po AG Rita CNS t- CR Y Fs 
ee SN | fs Z \ \ & PARAS: BR "pA, BF EA ES 27S SX’ WARE SVs We 
a a ee mh IRON. A ‘ 4 Rh | SR ERS SS VHP? GQO_oQQCC°B]45G/'2, 2S WA WAS S W\\ SN \X 
ee Sa ON EW NSE SRS NE BR as SR ER ee BREA WV BH \ BW BAC (BAK WES NY 
err OR 2 Paes SSR Oe Gd Rees BOs EEN ee I. GF AGG GFA S \ ae: NS ASS KS NS NN 
sa S\N He a = BA ES F DOB a ies p Reg WL” 2 EN + ¢ & KY - WSS :: S ESS S| SEE: AG SN N \N 
& TS 5B = FSS SASS Bas es \ F WS 5 SY PS . MQ QQ SS SO, [25 BASE | BX GQ NV? N 
: N 3 om soe i. SS = RNS g x WO rte 2 SY i NY : S : *» QY \ OOH . eres ‘ 4 . WS N Y 
b TPSH Q % BR ANS mR WE TY MS SRR SY oe - N Ponoe - RN : ‘ ; S N 
‘ a Nas \ $ . JSS N SS SRR Nv N RSA ROSS mn _ WN = 
Y ~*~ M$ j ited QA . Ay F LY MY 8 , aK 
Ls ss WY { ow SHR Qn yg XS > s SS x 
7 N me “Sf RRAGQDEue SERS 
7 ~S QO " N NN RSS 
po S\ A \ .Y S ‘ \ ‘ 
Pass « 7 e a, 
=. . | 
| 
j 2 
‘ Pa CF Ps —— ' 
ae oT Die os s« J | 
Pee é 4 s ; ae: e 
a s | : _ .. 
ae = 
. Oo - — e 
i. ee 
as i a 
|= 
i ae 
( <a "?£ 
: jee 
Kris 
I —- == \\\s \y ARIS EEE a 
yor : 
S n d Fo 
j 1939 ind 
ondine® 
. Progen tio” 
te 
a gMBC 
igo City 
os 
i Cae s * 
fe eee 


